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Test marketed—A proven sure seller! 


Your customers 
try the amazing 


RO NSON 66° 


ay and get a 
S44 545° RONSON 
WINDLITE LIGHTER FREE! 





wi 


BIGGEST SHAVER VOLUME BUILDER EVER! 


Here’s how it works! 


Now — at no extra cost to you or your customers — 

every Ronson “66” Shaver you order comes with the § 
famous Ronson Windlite in a special 2-in-1 gift 
package — both at the cost of the shaver alone! 


Your customer pays $28.50 for the Ronson 2-in-1 


package — and keeps the Windlite just for trying : To 
the shaver during the trial period. No fuss q Per Fe fa 


about manufacturer “mail-ins”. Ronson’s bonus | ON 
offer starts and ends right at the point-of-sale. | ree! RONson, 











: WIND 
Here’s a hot promotion that means heavy world’s : tp . 


store traffic and extra shaver ee *NEDFCOF light, 
volume for you. \ - YOURS for try ‘54.50 Value) 


an, Oe iN the 
National magazine and f BY ‘i 5.00 5- “Way SHAVE 
pe eau paar 4 giter ne h with the ALi. NEW 
Ss campaign. Don’ 
caught short. Order big! 
Order today! 


(Retail offer expires 
Dec. 31, 1957) 
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maker of the world’s greatest lighters and electric shavers 


RONSON CORP. NEWARK 2. N. J.: TORONTO, ONT.: LONDON, ENG. 





and she 


shou d wear 


Siniones 


wherever she goes 


Diamonps of unmatched pride and beauty that will | 
distinguish the wearer now and forever are available 

at all times from William.Levine Company. 

At.your request, a selection from the.world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


William levine Company 


importers and Cutters of Fine Diamonds 
29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700. 


¥ 
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Act of 


"Mr. Moneybags," our cover boy this month, 
seems to have a sharp eye for money. 

He's on deck to call your attention to Part IV 
of JC-K's survey, which shows that nearly 
90 pe: cent of the jewelry business is 

done by less than 11,000 jewelry stores. 

This surprising analysis starts on page 50. 
Don't miss “Found! A Rich, New Market for 
Silverware” (page 60); it proves that haif of 
the over-$4000-a-year families in your town 
need silver, and can afford it. For the 


story of 1957's biggest wedding see page 90 


eee ee ae ae Seek. 
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How to turn a main spring into a diamond ring 


When Madam comes into your store with a broken 
main spring, do you give her an estimate and a claim 
ticket, and let her go on her way to the nearest depart- 
ment store? Probably, the answer is yes. But, you can 
use the opportunity of her visit to increase revenue for 
your store. How? With Formula D.I. This plan shows 
you word-by-word, step-by-step how to convert trivial 


purchases into impulse or future diamond ring sales with 


every woman who visits your store. Many of your fellow 
jewelers are now using this plan to talk diamonds, show 
diamonds, sell diamonds every day of the year. Want 
to hear more about Formula D.I.? Write us and we'll 


have one of our merchandising representatives call. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE.. JAMAICA 18. N.Y 
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79 BY RICHELIEU 


NOW!<~A NEW LINE OF 
SIMULATED PEARLS 
CREATED EXCLUSIVELY 
FOR OUTSTANDING JEWELERS 


Cézanne, an exciting new simulated pearl line of elegance. Cézanne was created by Richelieu, the 
exceptional beauty, was designed expressly forthe world’s foremost designer and manufacturer of 
jewelers of America. Cezanne offers a complete simulated pearls. And, of importance to you... 
selection...distinctive styling...fine quality plus  Cezanneispriced togive youavery attractive mark- 
sales-stimulating packaging of truly beautiful up. Ask to see this sales and profit maker today. 


Sold exclusively through leading wholesale jewelers for jewelry store sales only 





CEZANNE BY RICHELIEU REPRESENTATIVES TO WHOLESALERS: 


MAIN OFFICE: NEW YORK CHICAGO WEST COAST 


IRVING J. DANIEL ASSOCIATES MORREY H. FELDMAN DON GREEN 
389 FIFTH AVENUE 29 E. MADISON STREET 607 SOUTH HILL ST. 
NEW YORK 16, N. Y. CHICAGO 2, ILL. LOS ANGELES, CALIF. 
LEXINGTON 2-8648 ANDOVER 3-5954 PHONE NO. VANDIKE 4091 
(HY BURTON AND ED DANIEL) 
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uN _— * 
best ring | 
that’s what they‘re saying about 


SK Ba 
Perfect-uock 


with the 
Flip-Grip’ Action ! 


IS Come al-Meael'] (eM ol-Miitole-Mel-lifelati-te MR tales 
we that the Industry has confirmed our 
claim that we have created a truly 
remarkable new boon to diamond sell- 
Tile M@lU am olale Micali Me) Ma-i-lelcai Melis 









development have borne fruit, our “in MR . 
: : the weddin 
efforts have been rewarded with the . ea - ee 
. / ha ae a a slot in the 
els eatest customer-enthusiasm we've ise ee SS ee engagement ring. 
. 1» . a Just a twist 
ever enjoyed. Here is a device that — 9 and it’s locked. 
| ;  — Twist and it 
TLIC Me ME lolalomrdiclalellate Mal-\-to ME DME te) hZ ame) | ll unlocks. 


great many problems and we urge 
every manufacturer, every wholesaler, 


every retailer to see and try this won- _ Flips like a book page! Disappears completely! 
derful “Flip-Grip” action. It’s firmer, Ne twisting! Ne prying! Defies damage! 


stronger, more foolproof, yet. costs 


no more. Built for endurance! Entirely die-struck! 


Over 1000 attracti ve new pK é ol lock sets to choo. ose from! i 





No. 146/2262/7 en- No. 192/2242/ llen- No. 185/4911/1 en- No. 148/2264/4 en- No. 146/2262/3 en- No. 146/2262/8 en- 
gogement ring with gagement ting — gagement ring with -gagement ring with gagement ring with gagement ring with 
wedding ring No. din ig | wedding ring No. wedding ring No. wedding ring No. wedding ring No. 
45/2263/7 43/11 ns 4511/4... 45/2265/4 45/2263/3 45/2263/8 


Same > 





Creators, Designers and Manufacturers of “Perfect Ring Findings” 


Your wholesaler is proud to show you 

the new Karlan & Bleicher line of rings. 

Ask to see the lock with the “Flip-Grip” 

action. Use the powerful, effective 

K & B mat service for your newspaper — m 136 W.52nd ST., NEW YORK 19, N.Y. 
advertising and obtain greater results. << “/ OFFICES.IN CHICAGO AND LOS ANGELES So 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 














All se 
$5.00 


See the 
Squire line 
to select f 
from $2.5( 





SQUIPC. UNE. voxs0n - mass 


Veal Me delaelii-idelitia-melalemaleliil-mels 


nearest wholesaler. 


a All prices Keystone before Federal Tax 
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REGAL, 
ELEGANCE 


Neptune, King of the Sea, bears his 
legendary trident . . . symbolizing 
the tri-foil effect of each of the 
prongs in Series 741. 
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Inanew Baker 
Square Setting... 


An advanced Vee-flare design, as 
brilliant as it is new, offers the diamond 
gracefully flowing lines that 
complement its appearance. Straight 
sides provide for easy assembling. 
Distinctively designed corners offer the 
opportunity for an extremely 

modern effect. 


4522 4523 4524 


This Series, 741, is available in a complete range 
of 9 sizes up to 2 Carat, die-struck in 10% 
lridium-Platinum, Jewelry Palladium and Gold. 


BAKER & ¢CO., INC. 


113 ASTOR STREET, NEWARK 2, NEW JERSEY 
NEWYORK + SANFRANCISCO - LOSANGELES - CHICAGO 
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Partner Available 
lor Retail Jeweler 


I have the capital, know-how and ability to play an important part 
in helping you build, expand and sustain a highly successful retail 
jewelry operation. 


With ample funds and with my unique connections among manu- 
facturers in every jewelry category, we can stock, in storage space 
near the store, the quantity, quality and variety of merchandise to 
satisfy the wants of your full range of customers. 


Through my long, varied and thorough experience in the jewelry 
field, I probably know more about jewelry trade conditions in your 
market area than any individual retailer or manufacturer. This is 
a broad claim but an interview will convince you. The best selling 
numbers in your locality can be determined quickly from up-to-date 
records I make it my business to maintain. 


I am recognized as an authority on the quality of products, com- 
parative values, effectiveness of packages, displays, promotions and 
retail advertising. Consequently, I’m qualified to relieve you of the 
major portion of your buying activity—your time spent seeing 
manufacturers’ salesmen. I have given productive merchandising 
help to retailers, and have case histories to prove it. I’ve even assisted 
in reorganizing and modernizing jewelry stores to help them com- 
pete successfully with other outlets. 


In view of my influence with jewelry manufacturers, I can expe- 
dite the handling of all service matters, straighten out difficulties, 
arrange for promotions, etc. My proved method of operation will 
help you reduce your paperwork—correspondence and bookkeeping 
—and decrease the number of your accounts payable. 


These are only a few of the ways my association with you can 
prove beneficial to your business. And although, as in any human 
relationship, there may be occasional differences of opinion, you 
will find me an open-minded, cooperative, easy-to-work-with friend. 
What’s more, I require no salary nor any part of your store’s 
profits. I am your wholesaler. 


©1957 J-B8.1 




















:. oe Jewelers’ Best Resource is the Wholesaler 


JACOBY-BENDER, INC., WOODSIDE 77, N.Y. 





Weiiiagtestlia-ceea JEWELERS’ BEST WirheniErniEs 
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MATERIAL DISTRIBUTORS 
ASSOCIATION OF AMERICA 


For publishing this complete catalog of 
genuine watch parts prepared especially for 


the watchmaker-jeweler team 


Our hats are off to the W.M.D.A.A.! Their new watch parts catalog is 
the most comprehensive, easy-to-read and use that we have ever seen. 

Here is a publication every watchmaker-jeweler will want. It will 
save endless time in ordering. Insure perfect fit of the parts received. 
And, of course, lead to better, more efhcient and more profitable 
watch repairing service everywhere. 

To us—who have devoted most of our time for many years toward 
building up the role of watchmakers and the profit potential of watch 
service departments—the distribution of this handy catalog is most 
gratifying. 

Of special interest is the simplified, standardized system for the 
identification and interchangeability of watch repair parts set up by 
the W.M.D.A.A. in the catalog. It is an important step in bringing 
the many products of many makers under one banner. 


To all watchmaker-jewelers we urge: Make fullest use of the new 
W.M.D.A.A. watch parts catalog. It is one of the handiest “tools” 


you ll have at the bench. 


LOOK FOR THIS SLOGAN IN ALL OUR ADVERTISING: 


“For the gifts you'll give with pride, let your jeweler be your guide” 


The WATCHMAKERS : OF SWITZERLAND 
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PROMOTE FOR PROFIT! 


See us af... NATIONAL JEWELERS MARKET And at the . . . RETAIL JEWELERS MARKET 


oS 
co 
Conrad Hilton Hotel, Chicago e Waldorf Astoria Hotel, New York 
© 
oe 


July 28-August | August 11-15 
Booth 97-98 and Participation Suite Room 865 and Space 125-126 


POLISHOOK 
| taps the scales in your favor! 


WITH FASCINATING NEW 
66 4) 


DIAMOND RINGS 
Including An Exciting New Series of 


Total Weights From % to 1% Carat 
INTRODUCING THE NEW 


DIAMOND RINGS , 


The fabulous 1957 line of Fidelity diamond 

rings is truly an outstanding collection. 

Radical departures in styling and materials plus y 
new advances in diamond quality offer you a ‘ 
unique Opportunity for extra volume and 

extra profits. Irresistible prices, colorful, 

individual displays for each ring and lifetime 

trade-in guarantee clinch sales on the spot. 


Get geared to go with Fidelity ... the big, POWERFUL SALES AIDS TO HELP 
all new diamond ring line. YOU PRE-SELL & RE-SELL 


. Lifetime diamond trade-in allowance - 


K. PO Li 4 H 00 K & so N , Corp. : . . Individual window and in-store displays 


Diamond guarantee certificate 
216 East 45th Street, New York 17, MUrray Hill 7-1664 «©... Comminca we 
Manufacturers of “Everything in Rings” Since 1898 — | ; Ateuciivéneiimabian 2 
Featuring the Trade Names “Lloyd's of New York”, “Fidelity” | | eal promotions 


CHICAGO OFFICE: Heyworth Building, 29 £. Madison 5. 3 Deoendeble 24 hour delivery on “specials” 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr. 








“Marked increase in traffic,” 


...since installation of Pittsburgh Store Front 


“We share with you a great deal of 
pride and satisfaction in our new 
store front,” continues Mr. Under- 
brink. “We have noticed a marked 
increase in traffic due to this ex- 
tremely bright and modern store.” 


In this modern jewelry store, good 
use was made of several Pittsburgh 
Products. The large glass areas are 
Pittsburgh Polished Plate Glass, set 
in supporting members of Prrrco® 
Store Front Metal. The entranceway 
features a TUBELITE® Doorway, and 
a Hercuuite® Plate Glass Door is 
used in the interior. Three shades 


PAINTS + GLASS > 


eect 


says A. W. Underbrink, 


Underbrink Jewelers, 


Newton, lowa 


CHEMICALS > 


PLATE 


of gleaming, beautiful Carrara® 
Structural Glass make up the facia 
and the bulkhead. This completed 
store is considered the most attrac- 
tive job installed in Newton recently. 


Perhaps the shop shown here will 
give you some ideas on remodeling 
your own store. If you would like 
more information—and some more 
examples of store remodeling with 
Pittsburgh Open-Vision Fronts—just 
send in the convenient coupon. We'll 
be happy to send you our new store 
front booklet. There is no obliga- 
tion on your part, of course. 


BRUSHES + PLASTICS + FIBER GLASS 


GLASS 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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COMPANY 
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Pittsburgh Plate Glass Company 
Room 7308, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pa. 


Please send me a FREE copy 
of your store front booklet. 


City ... 




















The new Royal Blaze Series makes the diamonds sparkle like 
a bucket fuli of stars. Like flaring meteors they reflect the 
light — and attract buyers. Guaranteed to be your best seller 
this year and next. From % to 1 carat (total weight). Ask your 
wholesaler to show you the yew Royal Blaze Series today! 


See Us at the Chicago, New York and Dallas Shows. 


SOLD THROUGH WHOLESALERS ONLY! 


Goldstein-Gerson co. inc. 
Ee, ee 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 














Planning a STORE-WIDE SALE? 
A Complete ne Package $ + () FOR EVERYTHING 
... 50 you can "DO IT YOURSELF!” YOU NEED TO RUN 


) ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas [oc Name STOCK LIQUIDATION SALE 
sure to draw Crowds DUIBIIC KO 


We can serve you with several hundred of the hottest Ee SCR YS PVERSEEN 
traffic items, including advertising “copy,” that will help yIAMONT ; 
make your sale a huge success! 


NEED CASH SPECIALS? wen | Suk 


Consult us in confidence. We can refer you to a number WE WERE WRONG—WE ARE SORRY 
Sut Oar hans bs Vere Cae hee te ee Merchandise 


of Jewelers who have run Successful and Profitable Sales eases We fae teaed an ae 
with our service. Write, wire or ‘phone for details! DISCOUNTS 1 UP. TO 75% 

No town too small for a SUCCESSFUL SALE! ee No Es Sn and Ween Ou Dome Oran’ 

We can recommend Experienced Sales Supervisors at .M. TO .- THURSDAY 
nominal fee — upon request! ' ANT 


1-Day, 3-Day, or 30-Day Sale . 
We Can Be of Help! 
ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 7 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 




















SALE! HUNDREDS OF SIGNS, PENNANTS, BAN- 

NERS AND SHOW CARDS TO DRAMATIZE YOUR 

EVENT! DiE CUT DIAMOND RING AND STONE 

RING SPECIAL SALE CARDS 200 INCLUDED! a 
SPECIAL RADIO CONTINUITY 25-50-75-100 


WORD DYNAMIC SALE ANNOUNCEMENTS! 

GETTING IDEAS! COMPLETE SURPRISE PACK- | mere 

AGE MYSTERY BOX PLAN WITH MATS AND : 

HOW TO SELL EM BY THE THOUSANDS! A =a 

DIRECT MAIL LETTER WITH COPY AND MAT; —_— y 

FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS | mn Oe OPEN MONDAY AND THURSDAY NITES 
OF IDEAS! 


Gro ua Wane So CAow ene 
Sore Nem 
You, foo, can jam your store with customers. They came! They saw! They bought! 





J. BIELER PROMOTIONS Whalale Disibtr 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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NEVER BEFORE ...a NATIONAL contest that will 
guarantee strong LOCAL attention and publicity 

for your store — that will guarantee you store-traffic with an 
interest in Hamilton Watches... 


le Most DYNAMIC Plan 
to Increase Your Watch Business 


Ever Offered... 


HAMILTON'S ~ 


Myle Prof 


Contest 





1400 Magnificent Prizes 


FIRST PRIZE —the fabulous $5000 “Saturnalia,” 
the watch that won the jewelry industry’s highest honor 
.» “DIAMONDS U.S.A. AW ARD.” 































ere ... is the new and dramatic sales-making plan that you have been 


waiting for. It is Hamilton’s sensational $100,000 “Style Preference” 
Contest that identifies your store with Hamilton—the watch that is 
making headline news throughout the world! 

You can share in the increased sales that this powerful $100,000 Contest 
will focus on your store! You can make this great national Contest 

work for you locally! Never before has a contest been conceived 


to do so much for you, the jeweler! 


And to start the contest rolling ...a powerful 5 page advertisement in 
the October issue of CORONET and ads in over 250 Sunday 


newspaper supplements from coast-to-coast! 


wie 
i 


BE ON THE LOOKOUT! Every Hamilton dealer will soon 
receive a mailing with additional information and more details 
about the fabulous $100,000 Style Preference Contest. You will see how 


simple it is to get extra traffic . . . extra sales... and extra 


profits ... with the CONTEST BONUS PLAN! 


Pe 
eg 


ae 


—- oo 


“Pee, 








Your Hamilton representative 
will give you the complete details, or write: 


SALES PROMOTION DEPT., 


F7STAAN7/ LT ON + 


WATCH COMPANY « LANCASTER, PA. 


FROM THE SAME CUSTOMER... 
WITH THE SAME SPACE... 
IN ABOUT THE SAME TIME... 
YOU CAN 


YOUR PROFIT! 
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From city after city comes the same report — the 
small additional sales effort necessary to trade customers wp to Gold Filled 
products can double the profit on individual sales. 


For the retail jeweler this provides a major oppor- 
tunity to increase store profit materially from your present store traffic. 


RIDE THE TIDE TO GREATER 
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* CONTINUE TO INCREASE 

Two factors seem to be behind the steady increase 

in Gold Filled sales: 

1. An increasing willingness of buyers to pay 
more for better quality 

2. A growing acceptance and knowledge of 
Gold Filled 

And the Gold Filled Advertising Campaign Rolls On 















IN LIFE 


Gold Filled continues for its fourth year in 
LIFE magazine — reaching over 24 million 
readers with each ad. 


IN LOOK 


Gold Filled will join operation Cherub in 
LOOK magazine this fall. 


ON TELEVISION 


For four years Gold Filled has reached millions 
of American homes on Television — with 
Dave Garroway .. . with special fashion 
promotions . . . with special features. 


IN MOTION PICTURE THEATERS 


The RKO feature color short subject — 
Golden Glamor — continues to be 
shown in theaters from 
coast to coast. 









a 
PROFITS.... TRADE UP 70... 
GOLD FILLED MANUFACTURERS ASSOCIATION : 
Bates Building, Attleboro, Massachusetts 
The following companies contribute to the Gold Filled 
Promotion Campaign. 
Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. *« General Plate 
Division — Metals and Controls « Horton Angell Co. « Improved 
Seamless Wire Co. « Leach & Garner Co. « D. E. Makepeace, "ee 


Division — Union Plate & Wire Co. « |. Stern & Co., Inc. « Standard 
Metals Corp. « A. T. Wall Co. « H. A. Wilson Co., Inc. 
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NO. 9 SCARF STEM 


NO. 32 PROTECTOR CLUTCH 


NO. 228 SCREW EAR WIRE 


AN 
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NO. 5 PEARL POST 


NO. 250 CLUTCH BACK 
NO. 323 PIERCED EAR WIRE 


ITEMS GREATLY ENLARGED 


Start Right...in Pearl Jewelry Manufacturing 
with Ballou Quality Findings 


CLUTCHES HOLD SECURELY * SWAGED POINTS WON'T TEAR FABRIC 


Pearl jewelry manufacturers know how important 
good findings are. Ballou findings are superbly finished 
and finely constructed to the exacting standards of 
Ballou quality. It will pay you to start with Ballou 
pear! findings. 


When ordering please specify quality and size. 





FINDINGS— 


B. A. BALLOU & COMPANY, INC. The Foundation of Good Jewelry 


61 Peck Street * Providence 2, R. I. 
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THE ESSENCE OF 
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\ WALLA 


MATCHED WEDDING RING SETS 


exclusively designed by 


aa 


favW- 
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the most powerful promotion force in watchbands! 


A great new selling symbol is com- 
ing your way. . . the Gemex big ‘‘G’’. 
Nothing in selling is as powerful as 
the symbol for a recognized, proven, 
well-promoted quality product. The 
““G”’ has been created on the 40th 
Anniversary of Gemex quality watch- 
bands. It heralds the dominant new 
force in watchband selling today — 
the greatest promotions in watchband 
history. It will add power and prestige 
to your store. Watch for the big ‘'G”’! 
THE 


OE Mr x 


CORPORATION 


Union, New Jersey 
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NEW FROM amco yowela 









RING UP THE PROFITS WITH 


ADJUSTAEBAE 


Here is the hit of the United Jewelry Show! Here is a 
line you'll be proud to sell — the new adjustable rings 
in brilliant styling by Amco Jewels. 





















EV SAVES TIME — 


Jeweler adjusts ring instantly to any size 3 to 8. No sales 
lost through delay. 


wy SAVES ON INVENTORY — 


Eliminates necessity of carrying every size in every style. 


av DESIGNED TO SELL 


in Sterling, Rhodium-finished, and 1/20 12 Kt. Gold, capped 
with a variety of simulated, semi-precious, and precious 
stones. 


MATCHMATED with pendants, earrings, bracelets and pins 
— perfect “extra profit makers.” 








CUSTOMER CONVENIENCE 


© Does not pinch fingers 
® Does not snag hosiery 
¢ Nickel interlined for durability 








Oarenw CO ; an 
Ask your wholesaler to show you these fast- ) 


moving adjustable rings by Amco Jewels. A. Mic q llef & Co. inc 


. The adjustable features of these rings and several 
Notice variations of the working principles of them are fully 
covered and protected by United States Patent 

No. 636055. 


EARL M. BARNEY THEODORE KANE JOHN M. TONRY 
Midwest and New England Far West 9 Maiden Lane 
158 Pine St., Providence, &. 1. 629 S$. Hill St., Los Angeles, Calif. New York, WN. Y. 
























WU —=§ tHE LATEST CHAIN CREATION 











Nee” 


by 


Trmbrust 
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This fashionable ensemble, using 





\) 
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| \ : the new Capriccio chain, 
was especially designed to 


demonstrate its beauty and versatility. 


CAPRICCIO IS AVAILABLE TO 
JEWELRY MANUFACTURERS NOW. 


Armbrust fashions a more profitable 
future for Jewelry manufacturers with 


many chain exclusives. This dramatic 


new Capriccio suggests many exciting uses 
many money-making opportunities. 


Available in gold - filled, 
sterling silver and karat gold 


ARMBRUST CHAIN COMPANY 
Leading Manufacturers of Quality Chains for over 35 years. 
Telephone: STuart 1-3300 


= ate. Rn ees " wl 





735 Allens Avenue, Providence 5, Rhode Island 


Cordiall y 


Invites You... . 


TO LEARN MORE ABOUT 
OUR PLAN OF 


Visit With 
MR. LEWIS R. EISNER, V.P 
in Charge of New Business 


ale! 
OUR OTHER EXECUTIVES 


C. E. HAFF, V.P 
G. ELUM, ASST. TREAS 
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* Your Fine Watch Line, That Is! 


Is it sold ONLY through fine jewelers and at full retail prices? ERNEST BOREL IS! 


Does it have a number of exclusive sales-impelling features not found in 
other watches? ERNEST BOREL DOES! 





Does it offer a complete $45 to $275 range, with maximum emphasis on 
the $60 to $90 bracket? ERNEST BOREL DOES! 


Does it offer “Officially Certified Wrist Chronometers” to lend prestige 
to the whole line? ERNEST BOREL DOES! 


Is it the product of an experienced WORLD-RENOWNED watchmaker, 
whose line is sold and serviced in nearly every country of the world? ERNEST BOREL IS! 


Does it have so few “‘come-backs” that a minimum of profit is lost in serv- 
icing ... and have a liberal guarantee if trouble does arise? ERNEST BOREL HAS! 


Does it have a generous co-operative advertising program? ERNEST BOREL DOES! 


Does it provide a catalogue with a new concept that makes selling the line 
easy, even for inexperienced clerks? ERNEST BOREL DOES!* 


*Ready for delivery soon 
It doesn’t take a panel to know why ERNEST BOREL dealers all over the world are increasing their 


sales and profits, discount houses notwithstanding. ERNEST BOREL is the one fine watch designed 
to help today’s good jeweler gain and hold his rightful share of the market. 


Want to hear more? Clip and mail the coupon TODAY. 


*eeeeese see eee ees e Pes ee eso |e7ensceoseeeeae e282 ¢ @ 


Ernest Borel Watches, Dept. K-3 jn 
1008 Walnut, Kansas City, Mo. 


Please tell me more. | want to know how ERNEST BOREL 
Watches can help me gain and hold my rightful share 
of the morket. 


76 ' 


ERNEST BOREL 
WATCHES 
NEUCHATEL, SWITZERLAND 
U. S. Offices/ 1008 Walnut, Kansas City, Mo. 





SIGNED 


STORE NAME 





ADDRESS__ 





CITY STATE 
SSSSCHSESSSSSSHRSSSSCHSHRESSCHESSESESCHSESEESESE 
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Sure-Fire 


\ 


for 


More Sales 


Bright new star 

lovely 
Tale icreleliare 
All-new dealer 


felalommlatitiaelala mma leltis- 


Ditelnatelate Rings easier 


promote, sell Starfire 


melamel-sielliwanaahi-e 


A.H.POND CO.,INC.,SYRACUSE2. NY. 
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GRUEN 


~ the newest 





1 THE STYLES 
CUSTOMERS WANT! 


e The Newest Look in Time is the “today look.’’ Clean; 
uncluttered, boldly imaginative watches capture the same 
style excitement that now sells automobiles, appliances, 
homes, apparel. , 


e But it takes more than style to make volume sales in 
today’s retail jewelry market. It takes a famous name— 
Gruen—and.the right promotion. 


e Gruen gives you one profit-building opportunity after 


GRUEN THE PRECISION WATCH® PRECISION® THE MOST IMPORTANT TRADE MARK IN WATCHMAKING. 
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look in time gives you BOTH 


















9 THE PROMOTIONS 
YOU NEED! 


| another with hard-hitting, tested “idea” promotions. Last 
season it was the fabulous Super Gruen promotion. This 
Fall you’ll see that Gruen once again has cornered the 


ee es 
market on merchandising ingenuity AT THE NATIONAL JEWELRY FAIR... 


e How? Your Gruen representative will give you all the | >be sure to attend the Gruen 
exciting details . . . but we can tell you this much: The monte var 4 ce way Suite 
Newest Look in Time dares to be as different in promoting - ee » 
watches as it is in styling watches! | — 
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THE GRUEN WATCH COMPANY, TIME HILL, CINCINNATI 6, OHIO 
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KASPAR & ESH introduces its 


Vb Heimat Yellows 


A complete line of popular priced diamond rings in extra precious 


GOOD NEWS FOR YOU! 


Here, at last, is a complete line of diamond rings 
in extra-precious 18 karat NATURAL gold that 
you can sell at popular prices . . . an 18K Gold 
endowed with all the hardness and durability 
necessary for commercial success—thanks to our 
exclusive Karatemp Process! 


~LIU’W—™ 


GOOD NEWS FOR YOUR CUSTOMERS! 


You can now offer your customers the “something 
different” —the prideful ownership of diamond 
rings in extra-precious 18K yellow gold without 
their having to pay the penalty of hand-made or 
imported jewelry prices! 





Gol Collection 


18K Natural Gold... manufactured by our exclusive (Caratemp Process 
® 










Priced from $70 Keystone 


Visit our showrooms 
during August Conventions 
NEW YORK ANRJA CONVENTION 

Waldorf Astoria, Suite 679 - 681 
PITTSBURGH JEWELRY FAIR 


Penn Sheraton ’ 
GOOD NEWS FROM KASPAR & ESH! Motel, Paster 


| Here is the same fine finish, the same fine original styling, 
the same extra value in the K & E tradition . . . but NOW, 
in extra-precious 18K natural gold at popular prices for 
the very first time! This is your 18 Karat Golden Oppor- 
tunity to stimulate diamond ring sales. 


KASPAR & ESH c 


MANUPACTURING JEWELERS... DIAMOND IMPORTERS \ @ 
SINCE 1916 





126 West 46th Street, New York 36, N. Y. Antwerp: 62 Rue de Pelican 





Be ROR 


Pe cee ae 


CONTESTANTS WILL BE ASKED TO COMPLETE THIS SENTENCE 
ON THE ENTRY BLANKS THEY GET AT YOUR STORE— 


L meter to buy gifts al 
my Jewelers because 


YOU'LL GET INCREASED TRAFFIC 10 MAKE INCREASED SALES 


pel oR -3 3 A >i WORTH 
THOUSANDS OF plo) OF. @ -1_ hi 


3 First Prizes — Millionaire’s Vacations 
in BERMUDA — in VIRGIN ISLES — in NASSAU 
®@ 97 other venweure prizes! — 











Heller Deltah, Inc. : > BE SURE To TIE-IN — AND CASH-IN! 
11 Fifth Ave., New York 16 S 
clean ge ce a - FREE! Entry Banks, Window Displays, Newspaper Mats, Soasoiuer Foid 


<i Gg e | fo a pak your Wholesaler about _ 
2 poe. “THE JEWELER’S PRIZE ASSORTMENT” 


Dp | MAGNIFICENTLY SIMULATED DELTAH PEARLS a as 
e if PM WE | YOUR COST $73.50 __ YOUR PROFIT $121. 35 | 5 
s pabca eee Sab ic a INCLUDING BIG FREE BONUS aes | 





REMEMBER! Deltah is the one Pearl Line Nationally Advertised for—and sold by Jewelers Only! | 





OE SR tae Rg SE RR SR OEE I ST ST ROTEL cs RS SI Ah RL ROR aN OTST Re Ra a eR NR NOS ER ST TEN MET RENE eT ee I MM Cee ere ee 


MANUFACTURERS, JOBBERS: 


ONE ...TWO...THREE... sold TO GORDON BROTHERS! 


YOUR DISCONTINUED LINES, SURPLUS STOCKS 


sold to Gordon Brothers in their ENTIRETY! 
no matter what quantity, what category of jewelry store merchandise. 
Sold to Gordon Brothers SPEEDILY and for CASH right then and there. 
Sold to Gordon Brothers no matter when, whatever the season. 
And sold to Gordon Brothers, with our many and varied outlets, means we 
can suit most any distribution requirements. 


contact Gordon Brothers once, now! and see 
how much time, energy and expense you save when you sell 
discontinued lines and surplus stocks to Gordon Brothers. 


on hasis 


n sales on 4 cOMmisst 


- Hiquidatio 








cash buyers of retail surplus stocks 





IELD STREET 
i ASSACHUSETTS 


{Ancock 6-3233 


38 BROMF 
BOSTON, 5 
Telephone |! 


America’s most complete service in cash buying or liquidating jewelry stores and stocks 
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Meet the worlds 
greatest sales force! 





Surprise! Good news! The Post- 

Influential is more than one man 

...one woman. There are millions 
of Post-Influentials. People of any age and 
every income bracket. But here’s what 
makes them such special customers as well 
as a special sales force for you. They’re peo- 
ple who are so influenced by ideas they find 
in the Post that they enthusiastically pass 
them along to others. 


So by example they start acceptance 
trends for ideas. And by word of mouth they 
set success patterns for products. There are 
millions of these Post-Influentials...8 out 
of 10 of all the readers of the Post. This is 
the decisive extra sales force working for 


products advertised in the Post. 


A dynamic, decisive, extra sales power 
that should be working for you 





ee 


New Politz study found them... 
and proved them! 


A leading research organization, Alfred 
Politz Media Studies, proved the Influen- 
tial’s existence in a new study on The Sat- 
urday Evening Post. Among other things, 
this study shows that & out of 10 Post 
readers recommend or talk about things 
they ve seen on its pages. That means | out 
of every 9 people in the United States ten 
years and older is a Post-Influential. 





Think what this means to you! A vast 


mass of Post-Influentials live right in your 
; Coes 





sales area— buying the products, starting 
the trends and passing the word for any- 
thing you sell that’s advertised in The 
Saturday Evening Post. 


The Saturday Evening 


POST 


> A CURTIS MAGAZINE 


Sells the post ff INFLUENTIAL 


-the mass market of active influence 





SPREE 





was the first 


o dunk 
a watch? 


There’s been plenty of dunking going on in the 
watch business. Dunking and sinking and whirling 
and hammering. But there are few real specialists 
... companies that put the bulk of their production 
into waterproof watches. And Croton is proud to 
be one of them. 

80% of our production goes into waterproofs. 
We think, plan, design and research waterproofs 
far more than any other type of watch. We’ve been 
promoting them enthusiastically since 1930— 
when the waterproof was still an oddity. And we've 


pioneered in new types and variations—for sports- 


men, explorers, Army and Navy men, men of all 


the armed services. We’re especially proud of the 
Croton Antarctic, the waterproof watch that went 
to the Antarctic on Operation “Deepfreeze” —part 


(LEFT BOTTOM TO RIGHT TOP) 


of the International Geophysical Year project. 

We've introduced new materials, too. New 
metals, new alloys, to make Croton watches 
stronger, yet lighter and more compact. Automatic 
watches, for instance, have always been bulky and 
cumbersome—but Croton designers have brought 
new beauty to this field too. New slimness, elegance; 
styling—and new strength! 

That’s why when Croton says waterproof, people 
listen. We'll be showing some favorite waterproof 
beauties, too, in full-page Christmas ads in The 
Saturday Evening Post and The New York Times 
Magazine . . . where more than 19 million people 
get their gift ideas. 

Tie in. Sell the line that’s made a specialty of 
waterproof* self-wind watches—Croton. 


THE AQUAMATIC 120, ALL 14K GOLD CASE $120, THE THOR, 10K GOLD-FILLED TOP, STAINLESS BACK. HIDDEN CROWN $793.50: THE Diva, (woman's) ALL STAINLESS 
STEEL CASE $75: THE ANTARCTICA, (WOMAN'S) STAINLESS STEEL OR GOLD $69.50: THE ANTARCTIC.® (IN MAN'S HAND) ALL STAINLESS STEEL $69.50 


CROTON 
NIVADA 
GRENCHEN 


AO4 Fourth Ave., New York 16, N. Y. 


*provided the case is unopened and the crystal is intact. 


CROTON WATCH CO. 
404 Fourth Ave., New York 16, N. Y. 


Please send me the following Croton waterproof watches: 
The Thor The Diva ed 
The Antarctic 


The Aquamatic 
The Antarctica 

















Name 
PLEASE PRINT 
Store Name 





Address 














With 


Shower of Diamonds 
you sell 
more than dazzle! 


YOU SELL BEAUTY : i: height. Each diamond is picked for perfection of color and cut. 


Each setting designed by experienced craftsmen to intensify the richness of the stones. And each tiny watch is a 
combination of the look women love—brilliant sophistication and classical beauty that never goes out of style. 


YOU SELL STRENGTH »:: many an everyday watch would be proud to have. A tough, 


unbeatable Croton Nivada Grenchen movement—reliable to the second. A guaranteed unbreakable mainspring and 
balance staff. A diamond watch a woman doesn’t have to worry about . . . or save for Sunday best! 


YOU SELL CROTON NIVADA GRENCHEN ,., the name people 


count on when they want a great watch. A sturdy performer. A lasting beauty. A wonderful gift. That’s why we’re 
proud to present the exquisite collection Shower of Diamonds in a full-page Christmas ad—the one you see here. More 
than 2 million people will see these diamond beauties in THE New York Times Macazine. Tie in. Feature Shower 
of Diamonds, starting now! 


“™! BOUTIQUE. CAPRICE FANTASIA. CERISE. 
12 DIAMONDS. $250 20 DIAMONDS. $375 30 DIAMONDS, $450 28 DIAMONDS, $450 


CROTON NIVADA GRENCHEN Box JCK 7 
404 Fourth Ave.. New York 16. N. Y. 


Please send me the following diamond watches: 


a a ___Boutique oa 


ees 6 RT 


Name oad 





Store Name 


Address ES A ae 











J ALL 14-CARAT WHITE GOLD. 17-JEWEL. GUARANTEED UNBREAKABLE MAINSPRING AND BALANCE STAFF 


ee ter eee c 6c ee aorcoan 
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SURES AD MANETS NEA ee ct aS 37 
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shower her with diamonds...dut make sure you give her more than dazzle. 


shower of diamonds :, 


404 FOURTH AVENUE. NEW YORK 16. N.Y. 


Her heart will skip a few beats this Christmas—but her watch won't. if you give her a diamond watch by Croton Nivada Grenchen. 
Kach one is a shower of exquisite diamonds outside. a tiny maste rpiece af wate hmaking inside, with a 17- -je -wel movement and 
a guarantee ‘d unbreakable mainspring and balance staff. Left to right, Boutique, 12 diamonds. $250: Caprice, 20 diamonds. $375: 


Fantasia, a shower of 30 diamonds (a full carat), 5450; Coston. 28 diamonds (a full carat), $450. All 14 carat white gold. 
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Feature the watch 
that looks and acts 


| GET IN SOLID WITH expensive, but isn’! 
“THE TEEN TRADE! 


see os 
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Teen-agers are gadget-happy, except when 
it comes to a watch. They want a grown-up 
watch. A sophisticated beauty like Mom’s 
or Dad’s—with a modest price tag, though. 






Let ’em just see this watch, and they'll 
start saving up! High-styled, with a sweep 
second hand, and a slim, streamlined case, 
American Champion’s tough as it’s hand- 
some. The all-around watch teen-agers can 
wear in the gym .. . or take to the prom with 


Tee 


pride. And it’s moderate-priced. 


Feature it now, and you can count on 
action. Plenty of it! Teen-agers are good 
business too. Get in solid with them once, 
q and you've got yourself some loyal cus- 
. tomers. Don’t stop with the teen trade, 
though. The American Champion’s a great 
watch for adults, too. Beautifully packaged 
in both men’s and women’s styles, it looks 
and acts like twice the price it is. 

The AMERICAN CHAMPION: Chrome top, 
stainless steel back. Shock-resistant, un- 
breakable, mainspring and stem. Luminous 
dial, genuine leather strap. $25.00 


AMERICAN CHAMPIONS 


“CROTON’ 


We'll be happy to send you a colorful 
counter card, and a 200 line mat ad for your 


local paper. Just check the coupon. 


CROTON WATCH CO., INC. JCK 7 
404 Fourth Avenue, New York 16, N. Y. 






THE WOMAN'S 


Please send me the following Croton American 


Champions. 
___ women’s watches ____ men’s watches 


| 

| 

‘ 

Please send me_ [| Counter Card | Ad Mat | 


See 
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Palladium profit pointers ... one of a series 


Palladium is STRONG! 


ional palladium mounting gives extra protection to precious stones 


You can safely tell your customers that precious The extra safety factor offered by all-precious 
stones set in palladium are set for keeps! palladium helps close the sale. 

That’s because jewelry palladium prongs are 
strong .. . hold gem stones firmly without loosen- 
ing. And palladium shanks resist bending out of 


It also helps bring customers back with repeat 
business. 


shape. Use this palladium profit pointer to increase 
Yet palladium is easy for your setters to use. your jewelry sales. 
Palladium is modern... white... light. . . strong 
... all-precious ... easily worked... nationally advertised. 
PLATINUM METALS DIVISION e THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. ¥. 


42 THE JEWELERS’ CIRCULAR-KEYSTONE 








OPERATION 248: YOUR BEST DIAMOND BUY 


NO LONGER do shipments of Diamonds 
valued at less than $250 have to be cleared at 
port of entry. As a result of a U. S. Customs 










Fine Diamonds 
Direct from Antwerp 


; ; to your store 
ruling, such shipments now may be sent air y 


parcel post directly to your store, the 10% 
duty being collected by the postman. The 
savings in time and money are important. 


To enable U. S. jewelers to take maximum 
advantage of the new Customs ruling, I de- 
vised “Operation 248” which consists of 8 DIAMOND CLUB — ANTWERP — BELGIUM 
standard parcels of Diamonds in 4 different 15 CENTS POSTAGE FOR AIRMAIL 

grades, each priced at $248. Pr Le aan ee a a ee 


Joachim Goldenstein, Diamond Club, Antwerp |, Belgium 


Please airmail a FREE copy of your 3-color folder 


Send for a copy of my 3-color folder which describing "Operation 248" 


describes “Operation 248” in detail and in- 
cludes New Wholesale Price List 730 
(prices per carat in U. S. Dollars). Also 


order forms. Fill out coupon at right and mail 


eas es ae eeene Sena 


iia i i a ee ceeds ae eae ee 


t 
UO oc vc ccevsdvncccenccesevncsens Zone ...... State......... : 
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PROMOTIONS FOR FALL! 





The Big NEW IDEA for Extra Diamond Sales! 


... Reviving an old tradition / 


Biceplan LE 
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The perfect betrothal gift 


a .) 
4 ‘ ; ’ 


OUR PRIDE 
For Her $100.00 
For Him $87.50 





‘ 


ceooeeosee ore ee 6000 ON 
, Forer s18750 ex Matched to the 
el Featune Lock* 


Engagement Ring 


4, 


RINGS ENLARGED TO SHOW DETAIL 
FEATURE RING CO., INC. 
130 West 46th St.. New York 36, N. Y. Date 


$ 
[} Please rush ACCEPTANCE Soles Presentation. 
[} § now sell Feature ACCEPTANCE RINGS! 
= Ask my authorized Feature Lock wholesaler to contact me. 
4, My wholesaler’s name is 
8 EES SSS SERS RES ERS CPT COLE AEN ARSON Ae Bh RR ce RE UN SS 


Street Address 
York 36, N. Y. (iia Zone___ State. 


CCEPTANCE IS A REG. T.m individual's Nome 


Contact your authorized Feature Lock Wholesaler or write for full information 
Visit us at the shows: Chicage: Conrad Hilton, July 28th-August Ist, Suite 2400-2401-2402-A 


New York: Waldorf-Astoria, August 11th-15th—Feature Ring Suite 


Feature Ring Co., Inc., 130 West 46th Street, New 


CO. 19357 FEATURE LOCK PAT. 2507348 AND OTHERS OMNIA AMOR VINCIT—REG. T 
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TEN WORLD'S FAIR GRAND PRIZES * 28 GOLD MEDAL AWARDS 


HIGHEST HONORS FoR ACCURACY FROM GOVERNMENT OBSERVATORIES: 


438 a ead ee. ge 


OFFICIAL WATCH FOR TIMING CHAMPIONSHIP SPORTS 7 HE WORLD OVER 


THE First WATCH OF AVIATION, EXPLORATION AND SCIENCE 


SERVICE AND QUALITY 


make a sale. Whatever the need of your customer, 
whatever his taste, for whatever the special purpose, 
there’s a Longines-Wittnauer watch “made-to-order” 
to fill the requirement. This is one of the Longines- 
Witenauer fundamentals; service and quality to a dis- 

ting public through authorized retail jewelers. 


Longines-W ittnauer provides the authorized retail 
‘i ler with an mapostunicy to select from the largest 


price range. nh “no o jue 
advertised. You need never miss 









































eo of anguished people kept offer her, Mr. Weissmann sent Benny 


vigil in their hearts for seven- 
year-old Benny Hooper of Manorville, 
L. I., who fell down the well shaft on 
May 16 and was finally rescued the 
following night. 

Few, however. felt the boy’s ordeal as 
personally as did Joseph G. Weissmann 
of Town Jewelers, Dover, N. J. 

He himself had never been trapped 
underground. But three of his sisters, 
along with 150 other political prisoners, 
were buried alive in 1941 by the Nazis 
in a mass grave near Vilno, Poland. 

“Friday, when that kid was trapped,” 
he said, “I worried all day. I remem- 
bered how terrible it was when my sis- 
ters were killed.” 

In a tavern that night while drinking 
beer with some friends, he saw a bul- 
letin flashed on a television screen an- 
nouncing that Benny had been saved. 
The brooding watchmaker almost 
fainted from happiness. 

“As soon as | learned that the boy 
was alive,” he said. “I could hardly 
contain myself for joy. I knew I'd 
have to do something to express my 
thankfulness.” 

So, like the juggler of Notre Dame 
who, according to legend juggled be- 
fore a statue of the Virgin because his 
juggling was the only gift he could 
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the most suitable thing he could give: 
a 17-jewel wrist watch. 


AT WATCH on Mom: The little 
boy awoke and happily reached 
under his pillow for his new watch. 

“Gee,” he muttered, “it’s almost 8 
o'clock. If Mom doesn’t call me soon, 
I'll be late for school.” (From Ameri- 
can Weekly) 


——— THAN MOST: Word comes 
to us of a Chinese antique dealer 
named Chan. Into his store came a 
strange character with the legs of a boy 
and the body of a bear, who grabbed a 





teakwood jewel case and ran. Shouted 
the Chinese gentleman: “Stop, boy- 
foot bear with teak of Chan!” 


( aig THRUST upon him: Jo- 
seph E. D. Guillaume, a clerk at 
the Benrus Watch Company, sat in the 


SPEAKING OF THE JEWELRY TRADE 





chair of President Oscar Lazarus with 
his feet on Mr. Lazarus’ desk. And 


He lit Mr. 


what did Mr. Lazarus do? 
Guillaume’s cigar. 

It was all in good fun—and plenty 
of fun, at that. Guillaume had just won 
$140,000 in the Irish Sweepstakes. 
He'll have to pay about $97,000 to 
Uncle Sam and another $10,000 to 
New York State. But he'll still have 
pocket money left. 

“T think [ll go into the export-im- 
port business and this will give me a 
start.” he said with a grin. “But first 
we re going to have a party—a group 
of us from the office.” 


2 ssaege RescuE: John Howard, 
Earl of Suffolk, was a liaison ofh- 
cer with the British Ministry of Supply 
in Paris when the advancing German 
Army threatened the city. Knowing 
that stocks of industrial diamonds in 
Paris would help Germany’s war indus- 
tries, he decided to collect as many as 

he could and take them to England. 
Armed with a list of diamond deal- 
ers, he and two associates toured Paris 
for 24 hours. To each dealer he pre- 
sented his credentials and a fast ex- 
planation of what he wanted. Though 
PLEASE TURN TO PAGE 49 
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Another new addition in the Watchbands line is this 
rugged men's band with genuine reptile skin inserts, 
finished in 1/20 12K Gold Filled or Stainless Steel 


with straight or curved ends. 
Ask your wholesaler to show you our complete line of men's, 
ladies’ and children's watchbands and expansion idents. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 


Bracelets, 


ina wide variety 

. of chain designs © 

rN Telilels) (Mie ' 

Sterling Silver * 1/20-12 K.G-F. 
10K and 14K 


hand 
Oo 8.8 AA 


2 
7, £ 


7 Fe 


wy SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. ¢ Providence, R. I. 


NEW YORK + CHICAGO + LOS ANGELES 


Now—A NEW CATALOG 


Ss . containing our 


7 COMPLETE LINE of 
STOCK JEWELRY BOXES 


You'll find a box to suit 
every requirement—all 
expertly designed and 

tastefully finished . . . in 


stock ready for you. 


OW. Box co. 


523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


Wholesalers 

and Manufacturers: 
Send for our new 
illustrated brochure. 


Irons and Russell’s 


EMBLEMATIC RINGS 


4* e =f oy G X 
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Masonic Blue Lodge with 2 dia- 
monds, 10 K gold inlaid em- 
blem and synthetic ruby stone. 
No. R180/6 
$51.00 each Keystone 


Masonic Blue Lodge with 4 dia- 
monds, 10 K gold inlaid em- 
blem and synthetic ruby stone. 


No. R181/6 
$66.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 


#t5766—Heavy Sterling Silver, 


hand-engraved, and original 





LaMode design—Retail $10.00 





RIPLEY & GOWEN 
CO., INC. 
ATTLEBORO, MASS. 


ee attractively gift-packaged La- 
Mode bracelet is superbly fashioned 
and distinctively designed to please 
the woman with discerning taste and 
a desire for quality. 


[a lode 


ee Kosary of 
the Wlonth 


Catamore Rosaries sup- 
ply an ever - growing, 
active market. You show 
Catamore, and sales 
ore bound to increase— 
and profitably. 

7 


2481. Sterling Silver 
Also available in ice 
blue, crystal and am- 
ethyst. Retails $12.75. 
Thru your wholesaler 
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his main interest was in industrials, he 
also took gem stones when they were 
available. He gave each dealer a re- 
ceipt for what he got, marked the bags, 
tossed them into the back of the car, 
and went on his way to the next. In 
some instances where dealers were 
closed, he broke in, blew the safe, and 
collected the diamonds. 

As the Germans marched into one 
side of Paris, Lord Howard made his 
escape toward Bordeaux from the other 
side. At Bordeaux he found passage 
back to England on a coal ship, and he 
delivered the diamonds to the Ministry 
of Supply in London. 

The exact total value of the indus- 
trial and gem stones he took away from 
Paris was never made public, even 
though the stones were eventually re- 
turned or credited to their owners. 
Lord Howard was killed while disman- 
tling an unexploded bomb after the 
Blitz in 1941. His story, “Diamond 
Peer,” was presented on Telephone 
Time over ABC Television on May 2. 


1 TU, Jc-K? Director William H. 
Brett has complained the U. S. 
Mint may have to produce 1.4 billion 
pennies this year to replenish the short- 
ages being caused by sales taxes, excise 
taxes, vending machines, retailers’ 


“odd pricing,” even the piggy bank. 





Funny thing though . . . he completely 
neglected to mention JC-K’s May and 
July covers in his list of penny-grab- 
bing villains. 


A" SEW A FINE SEAM? Of course, 
the 1957 housewife may do that, 
but it’s not necessarily expected of her. 
At least, not with a gold or silver thim- 
ble. 

The firm of Ketcham & McDougall, 
Inc., of Roseland, N. J., started making 
such thimbles back in 1832, the year 
Andrew Jackson was reelected Presi- 
dent. The thimbles were traditional 
symbols of betrothal and were often 
engraved with words of affection from 
the groom-to-be. 

This year Ketcham & McDougall are 
celebrating their 125th anniversary, 
but they no longer make the senti- 
mental thimbles. They make pen and 
pencil anchors, stamp holders, tele- 
phone pads and maritime instruments. 


Seema ERROR: A man brought a 
cheap watch into a super-elegant 
Fifth Avenue jeweler to have it re- 
paired. 
“I guess the mistake I made was 
dropping it,” he admitted sheepishly. 
“Not at all, sir,” said the jeweler. 
“The mistake you made was picking 
it up.” 
(Reprinted from Grocer’s Spotlight) 





O 
To WNSEND 


"Here's a wonderful buy if you don't mind a little 
thing like the curse that's on it." 


FOR JULY, 1957 


he WAYS THAT ARE DARK and for 
tricks that are vain, the owners of 
clocks are peculiar. 

JC-K’s horological consultant Henry 
Fried received a letter from E. R. 
Wittman of Totten Jewelers, Grand 
Rapids, Mich. 

Unlike most of the letters Henry 
gets, this one didn’t ask a question. It 





3) 


told a story. Moreover, Henry said: 
“I think we ought to print it. The 
writer is correct—and it makes quaint 
reading.” So here it is: 

“Many years ago someone, some- 
where, somehow, conceived the idea of 
using kerosene as a lubricant for 
clocks. What a wonderful idea for a 
brainstorm! 

“One day an elderly woman came 
into our store with an alarm clock. ‘It 
doesn’t work,’ she said. ‘I put a feather 
with kerosene on it into that hole in the 
back and still it doesn’t run.’ 

“I turned the clock around and there 
was the quill of the feather sticking out 
the hole. After advising her of the 
damage she could cause to the clock by 
such practice, she left. I immediately 
opened the clock and to my utter 
amazement found not one but seven 
feathers. They were about six inches 
in length and were all wound in and 
through the gears. It was a mess. 

“Lubricating oil is so cheap. Why 
do some people still insist that kerosene 
is a lubricant? I can’t understand it.” 


A coEs with this necklace, 

madam: The James R. Armiger 
Company of Baltimore, Md., recently 
advertised that the purchaser of a dia- 
mond necklace would receive a Lincoln 
coupe or four-door, fully equipped. 
And that’s some car. 

Of course, it was some necklace too. 
Priced at $30,000, it had been worn in 
the Fashion Show of the Women’s 
Auxiliary of the Salvation Army. 

The unusual tie-in was arranged by 
the Armiger Company with a neighbor- 
ing Lincoln-Mercury dealer. The car, 
said the ad, was the right one “for the 
wearer of such splendor.” 


= YOU getting ready for NOITAR- 
EPO BUREHC? 
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JC-K Survey Part IV 


Conclusion 


In December 1956 and January 1957, JC-K sent 
questionnaires to 20,000 retail jewelers, asking 
among other things for their sales percentages by 
lines of merchandise. The editors tabulated answers 
from 2200 jewelry stores and supplemented this 
wealth of information with data from the latest 
Census of Business (1954). Result: an up-to-date 
portrait of the Retail Jewelry Industry, USA. 
® Part I, published in April, estimated 1956 retail 
jewelry store sales at $1,562,822,000, an all-time 
high, up 11 per cent from 1954. It furnished dollar 
estimates for retail jewelers’ sales of diamonds and 
precious-stone jewelry, for watches and clocks, and 
for 10 other lines of merchandise. It showed the 
relative importance of each of these lines to the 
whole retail jewelry business. And it charted the 
dollar increase (or decrease) for each line since ’48. 
@ Part II, published in May, discussed five yard- 
sticks by which a jeweler can measure his store: 
his total annual sales volume, the number of his 
employees and the size of his payroll, the distribu- 
tion of his sales by months, his terms of sale (cash 
or credit) and the sorts of merchandise he sells. It 
estimated the yearly dollar volume for 12 kinds of 
merchandise by typical jewelry stores in eight 
volume groups, ranging from stores with an annual 
volume of “under $20,000” to those in the “over 
$1,000,000” class. 
® Part III, published in June, presented the 12 
principal jewelry store lines in the order of their 
importance to the whole retail jewelry industry. 
Separate percentage figures showed the importance 
of each of these lines to stores of various sizes. 
© Part IV shows the importance of jewelry stores 
of various sizes in the distribution of the 12 mer- 
chandise lines. This installment, which concludes 
the series, should be of practical value to manu- 
facturers and wholesalers as well as to retailers. 


* IF YOUR SALES EXCEEDED $30,000 last year, you 
know “how the upper half lives” in the retail 
jewelry business—because you are very definitely 
within that upper half. You and 10,637 other 
retail jewelers (to use the latest official Govern- 
ment count) are a minority of the stores, but you 
do the proverbial lion’s share of the business. By 
number, your store and the other jewelry stores 
with individual annual sales of $30,000 or more 
represent only 45.2 per cent of all the jewelry 
stores in the nation. Yet you sell 86.8 per cent 
of all the merchandise sold in the entire retail 
jewelry industry! 

The other 12,910 stores—those with individual 
annual sales of less than $30,000—are 54.8 per 
cent, by number, of all the jewelry stores in the 
country. But they have a mere 13.2 per cent of 
the industry’s total sales. 

This sharp contrast between number of stores 
and sales importance is found in many trades and 
is certainly no new development in the jewelry 
field. Nevertheless, it is a highly significant part 
of the economics of the industry, and deserves to 
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DIAMONDS 


Size groups of jewelry stores 
(measured by total annual sales) 


SALE OF DIAMONDS 


% of stores in 
size group to 
all jewelry stores 


Number of 
stores in 
size group 


— 





Group Vill Over $1,000,000 


— 


57 — 





Group Vil $500,000-$999,000 


233 10 





Group VI $300,000-$499,000 


371 1.6 





Group V  — $100,000-$299,000 





Group IV $50,000-$99,000 
Group Ill $30,000-$49,000 
Group Il $20,000-$29,000 
Group | Under $20,000 


TOTALS 

















WATCHES 


Size groups of jewelry stores 
(measured by total annual sales) 


2400 10.2 
3576 152 
we | WS 
3989 15.2 
9391 

















Qe — —————— 





100.0% 
SALE OF 


23,548 


% of stores in 
size group to 
all jewelry stores 


Number of 
stores in 








Group Vill 
Group Vil 





$500,000-$999,000 


Over $1,000,000 = 





Group Vi — $300,000-$499,000 








Group V _$100,000-$299,000 





Group IV $50,000-$99,000 








$30,000-$49,000 
$20,000-$29,000 
Under $20,000 


TOTALS 


Group Ill 
Group Il 
Group | 














size group 





7 OM 
233 10 


371 B 
we |e 


are | a 
4001 17.0 
3589 152 
9321 


23,548 100.0% 























RECEIPTS FROM JEWELRY 


REPAIRS 


Size groups of jewelry stores 
(measured by total annual sales) 








Group Vill Over $1,000,000 





Group Vil $500,000-$999,000 





Group Vi  — $300,000-$499,000 





Group V $100,000-$299,000 


Number of % of stores in 
stores in size group to 
size group _all jewelry stores 


7 | am 





2400 10.2 





Group IV $50,000-$99,000 





Group Ill — $30,000-$49,000 





a | ti 
4001 17.0 








Group Il $20,000-$29,000 





Group | Under $20,000 


| 15.2 
9321 39.6 


3599 ti(ts‘«éCS‘CD 











TOTALS 


23,548 100.0% 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















Sales (of above) 


AND PRECIOUS STONE JEWELRY IN 1956 (by jewelry stores of various sizes) 


Sales by group 
as % of total 
sales (of above) 


Cumulative figures, showing where 
the DIAMOND business is done 


% of stores 
to all jewelry 





Te of total 
jewelry store 
sale of above 









































by stores in merchandise) 
size group by all jewelers 
$ 26,685,086 11% 

49 832,802 133 
43,831,045 1 28 

119,543,443 31 4 
62,761,815 167 

38,597,938 95 

18,918,565 | 50 

A) ~ 17,868,185 | AS 
 $375,038,880 100. 0%, 


57 stores with total annual sales over r SI, 000, 000 
290 stores with total annual sales over $ 500, 000 














- 661 stores with total annual sales over $ 300,000 


3,061 stores with total annual sales over $ 100 000 








6,637 ‘stores with total annual sales over $ 50,000 





10,638 stores with total annual sales over $ 30,000 


—$ 


14,227 stores with total annual sales over $ — 20,000 
_B 548 stores with total annual sales in all sizes | 











WATCHES AND CLOCKS IN 1956 (by jewelry stores of various sizes) 


Sales (of above) 


Sales by group 
as % of total 


sales (of above 























stores in U. $. merchandise 
0.2% 11% 
Ye tee eee 
28 a 
130 40 
28.2 80.7 
2 02 
60.4 a 
100.0 — —- 100.0 
%o of total 


Cumulative figures, showing where 
the WATCH & CLOCK BUSINESS is done 


%. of stores 











by stores in merchandise) 
size group by al Jewelers 
oe 18,051 616 Ps 6.5% 
25,769,702 ee 93 
29,691,998 107 
81,586,219 29.4 
49,273,531 _ 17.7 
32,872,737 | 11.8 
19,679,111 A 
20,757,053 15 
“$217, 682 027 100.0% 


7 stores with total annual sales over $1,000,000 — 
290 stores with | total annual sales over $ 500,000 
661 stores with total annual sales over $ 309,000 


3,061 stores with total annual sales over $ 100,000 


6,637 stores with total annual sales over $ 50,000 
10,638 stores with total annual sales over $ 30,000 




















| 14,227 stores with total annual ‘sales over $ 20,000 


23, 548 stores with total annual sales in all sizes 


AND WATCH REPAIRS IN 1956 (by jewelry stores of various sizes) 


Receipts by 


group as ‘% of 





























Sales (of above) total repair 
by stores in receipts by 
size ‘group jewelers 
ee 8,633, 40 ‘2 48% 
11,946,220 en, 66 
9 583,132 53 
Se Oe 
35,785,246 202 
27,762,985 19.5 
19,679,111 110 
29,209,667 16.3 
$1 78,811,835 100. 0% 
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Cumulative figures, showing where 
the JEWELRY & WATCH REPAIR business is done 


jewelry store 
































to all jewelry — sale of above 
stores in U.S. merchandise 
ON 5% 
| Ea SS 158 
28 26.5 
13.0 559 
28.2 13.6 
452 85.4 
— 604 92.5 
100.0 ~ 1000 
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jewelry store 








57 stores with total annual sales over SI, $] 000, 000 


290 stores with total annual sales over $ 500, 000 








661 stores with total annual sales over $ 300,000 





3,061 stores with total annual sales over $ 100,000 
6,637 stores with total annual ‘sales over § 50, 000 
10,638 stores with total annual sales over $ 30, 000 
14,227 stores with total annual sales over $ 20,000 


_B, 548 stores with annual sales inall sizes = 



































to all jewelry = receipts from 
Stores in U.S. above services 
| 48% 
ae i 
a. e- oe ae: 
ee tee 37.0 
28.2 5 
45.2 12.7 
c 60.4 83.7 
100.00 1000 





be well understood by everyone engaged in re- 
tailing jewelry or in selling to retail jewelers. 


THERE’S FRIENDLY DISAGREEMENT, incidentally, 
even as to the total number of jewelry stores— 
and the root of the trouble is where to draw the 
line between a jewelry store and a repair shop. 
The Jewelers Board of Trade and the Bureau of 
the Census draw different lines and therefore 
come up with different figures. 

According to the Jewelers Board of Trade, 
“where a subject is a watchmaker and may carry 
merchandise valued at less than $1000 he is 
designated as a ‘Repairer.’” And if he has a 
thousand dollars worth of merchandise he’s a re- 
tail jeweler. 


According to the Bureau of the Census, a busi- 
ness is a watch, clock and jewelry repair shop 
if more than half of its receipts come from such 
repairs. And only if more than half of its re- 
ceipts come from the sale of jewelers’ merchan- 
dise, is it called a retail jewelry store. Naturally, 
the two definitions have different results: 


Repair 
Shops 


Jewelry 


Stores Total 


Jewelers Board of 
Trade (September 
1955 count) 30,516 
Bureau of the Census 
(1954) 24,266 


2,876 33,392 


11,246 35,512 

Thus the Government considers several thou- 
sand businesses as “repair shops’ which the 
Jewelers Board of Trade lists as “retail jewelers.” 
Three-fourths of the repair shops do less than 
$10,000 worth of total business a year (repairs 
and sales combined), so obviously the amount of 
merchandise the repair shops handle is very small. 

In fact, if you chose to lump all of the repair 
shops and jewelry stores into a single market of 
35,000 establishments, the 10,637 jewelry stores 
mentioned above would still accomplish about 85 
per cent of the combined sales! 


ANOTHER WAY TO JUDGE the jewelry store mar- 
ket is to check the number of employees, because 
the size of a store’s staff is a good index of its 
volume. The latest U. S. Census of Business 
enumerated 13,662 owner-operated stores with no 
employees or only one employee. These stores are 
a great majority of all the jewelry stores in the 
United States (58.1 per cent), but they had only 
18.5 per cent of the business volume. 

By contrast, the 9,886 jewelry stores with two 
or more employees constitute only 41.9 per cent 
of all the jewelry stores. Yet they accomplish 
81.5 per cent of jewelry store sales. 

This is additional evidence that the top half 
of the stores sell nearly nine-tenths of all the 
merchandise which is sold in this billion and a 
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Size groups of jewelry stores 


SALE OF JEWELRY 


Number of 
Stores in 


% of stores in 
size group to 


(measured by fotal annual sales) size group all jewelry stores 








Group Vill 


Over $1,000,000 57 





Group Vil 


_ 





$500,000-$999,000 «233 
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Group VI 


$300,000-$499,000 371 


1.6 





Group V 


$100,000-$299,000 


2400 


10.2 








Group IV 


$50,000-$99,000 





$30,000-$49,000 4001 
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15.2 
17.0 











Group Il 


$20,000-529,000 ==—_3589 





Group | 





Under $20,000 7] 9371 





15.2 
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Size groups of jewelry stores 
(measured by total annual sales) 


TOTALS 3548 


Number of 
Stores in 
size group 





100.0% 
SALE OF 


% of stores in 
size group to 
all jewelry stores 











Group Vill 


Over $1,000,000 Pe, ae 





Group Vil 


$500,000-5999,000 233 





Group VI 


$300,000-$499,000 371 


0.2% 
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Group V 


$100,000-5299,000 2400 





Group IV 


$50,000-$99,000 3576 





Group Ill 


$30,000-549,000 4001 





Group Il 


$20,000-$29,000 3589 





Group | 


Under $20,000 9321 


10.2 
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17.0 
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Size groups of jewelry stores 
(measured by total annual sales) size group 


TOTALS 23,548 


— + 7 


100.0% 


SALE OF STERLING 


Number of 
Stores in 


% of stores in 
size group to 
all jewelry stores 








>— - 





Group Vill 





Over $1,000,000 57 





Group Vil 


$500,000-5999,000 233 





Group Vi 


$300,000-5499,000 371 





Group V 


$100,000-$299,000 


2400 — 





_ 
_16 
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Group IV 


$50,000-599,000 3576 





Group Ill 


$30,000-$49,000 4001 


17.0 








Group Il 


$20,000-529,000 3589 





Group | 


Under $20,000 








TOTALS 3,548 


9321 


152 
39.6 


100.0% 
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UNDER $25, INCLUDING COSTUME, IN 1956 (by jewelry stores of various sizes) 


Sales (of above) 


Sales by group 
as % of total 
sales (of above 
































by stores in merchandise) 
size group by al jewelers 
- 6, 6,839, 455 
a. 604,899 19 
012,127 54 
sr AL, 447,544 28.2 
29,178,739 15.0 
. 2S — 170 
Bie 12, 929, 269 ce 
a M, 979 317 ae ‘10. 2 
“$1 46, 963, 282 100. 0 


16% | 


% of stores 
to all jewelry 


Cumulative figures, showing where 
the COSTUME JEWELRY business is done 


% of total 
jewelry store 
sale of above 



















































































ELECTRICAL APPLIANCES IN 1956 (by jewelry stores of various sizes) 


Sales (of above) 





Sales by group 
as % of total 
sales (of above) 























Cumulative figures, showing where % of stores 





stores in U. S$. merchandise 

“57 stores with total annual sales over “$1,000,000 | eee 4.6% 
290 stores with total annual sales over $ 500000 = 122 12.5 
____ 661 stores with total annual sales over $ 300,000 ie. 179 
| 3,061 stores with total annual sales over $ 100,000 13.0 -=- 
_ 6,637 stores with total annual sales over $ 50,000 28.2 66.0 
_ 10.638 stores with total annual sales over $ 30,000 45.2 81.0 
| 14,227 stores with total annual sales over $ 20,000 60.4 898 
23, 548 stores with annual sales in all sizes” 100.0 — 100.0 
%o of total 


jewelry store 

























































































by stores in merchandise) the ELECTRICAL APPLIANCES business is done to all jewelry = sale of above 
size group by all jewelers stores in U.S. merchandise 
: oi 13,118,299 et _ §7 stores with total annual sales over $1,000,000 ae 12.6% 
16,383,387 158 ——-290 stores with total annual sales over $ 500,000 ca ee SY 
19,166,263 185 ‘661 stores with total annual sales over $ 300,000 . ae a 
28,795,136 27.1 ~~: 3,061 stores with total annual sales over $ 100,000 i) SHES 146 
12,387,200 11.9 6,637 stores with total annual sales over $ 50,000 ae 86.5 
6,813,002 ea - 10,638 stores with total annual sales over $ 30,000 45.2 Saas 
3,327,386 3.2 14,227 stores with total annual sales over $ 20, 000 60.4 96.3 
«3,851,824 ___ 37 ___ 23,548 stores with annual sales inall sizes 100.0 100.0 
$103,842,498 100.0% 
SILVER FLATWARE, HOLLOWWARE IN 1956 (by jewelry stores of various sizes) 
Sales by group 
as % of total %o of total 


Sales (of above) 





sales (of above 
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by stores in merchandise) the STERLING SILVER business is done to all jewelry = sale of above 
size group by all jewelers stores in U. §. merchandise 
$8,297,043 88% 57 stores with total annual sales over $1,000,000 0.2% 8.8%. 
17,578,009 19.0 | 290 stores with total annual sales over $ 500000 $= I2 27.8 
7,226,624 | ae ; 661 stores with total annual sales over $ 300,000 ce a ‘oa 
28,358,846 7 305 3,061 stores with total annual sales over $ 100,000 Sa 13. 3 nk tiroat a 
19,544,250 : 1.0 6, 637 stores with total annual sales over $ 50,000 eo 86.1 
8,175,603 re -_. _ 10,638 stores with total annual sales over $ 30,000 if 45.2 94.9 
2,376,704 25 14,227 stores with total annual sales over $ 20,000 60.4 a 
Be 1,497,932 1.6 _B 548 stores with annual sales inall sizes ene fee ee 
$93,055,010 100.0% 
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half dollar market. — a fact worth stressing. 


THE CHART ON THIS PAGE is dramatic proof 
that sales leadership belongs to a relatively small 
number of jewelry stores. The first line shows 
that the 57 largest stores, those with individual 
annual sales in excess of $1 million, perform 7.4 
per cent of the industry’s sales, though they are 
a mere fraction of 1 per cent of the number of 
stores. (These 57 stores have been called “Group 
VIII” throughout this survey.) 


NEARLY 90% OF THE SALES COME FROM LESS THAN 50% 
OF THE JEWELRY STORES 


(Each line is cumulative, including figures from preceding lines) 


With 
individual 
annual sales 
exceeding 


$1,000,000 
$500,000 
$300,000 
$100,000 
$50,000 
$30,000 


Percent of 
total annual 
jewelry store 

sales” 


Total 
annual 
sales** 


$112,122,210 1.4 
$282,782,490 18.6 
$439,883,010 28.9 
$876,172,950 57.5 
$1,151,444,070 75.6 
$1,321,769,130 86.8 
60.4 $1,416,837,300 93.0 
23,548 (Groups 1-8) $2 590 100.0 $1,523,832,420 100.0 
* Source: 1954 Census of Business. ** 1956 estimate by JC-K, 11 per 


cent above level of 1954; does not inciude estimated $39 million sales by 
establishments not operated during entire year of 1956. 


Percent of 
all jewelry 
stores® 


Number of 
jewelry stores” 


57 (Group 8) 
290 (Groups 7-8) 
661 (Groups 6-8) 

3061 (Groups 5-8) 
6637 (Groups 4-8) 
10,638 (Groups 3-8) 
14,227 (Groups 2-8) $20,000 


Line 2 in the chart, combining Group VII and 
Group VIII stores, shows that 290 units have in- 
dividual yearly sales of more than $500,000. They 
are only 1.2 per cent of all the jewelry stores in 
the nation, but they have a fat 18.6 per cent of 
the total jewelry store sales volume. 

Line 3, combining stores in Groups VI, VII 
and VIII, indicates that 28.9 per cent of the 
retail jewelry industry’s sales belongs to 661 
stores. Line 4 shows that more than half of the 
volume is done by 3061 stores, and line 5 that 
three-quarters of the business belongs to slightly 
more than one-quarter of the stores—the 6637 
units with individual annual sales of more than 
$50,000. Line 6 shows how 10,638 stores, with 
sales of $30,000 or more per year, control] 86.8 
per cent of the business. 

What’s left of the jewelry store volume—less 
than 14 per cent—is distributed among the nearly 
13,000 stores which have an annual revenue of 
less than $30,000 per store. These are owner- 
operated shops with one employee or none. Of 
course, in years to come some of today’s “little 
fellows” who have the right combination of 
energy, imagination, talent and luck will become 
great powers in the industry—but today these 
12,910 shops, although 39.6 per cent of all the 
jewelry stores in the nation, perform a very 
minor role in the sale of merchandise. 


DISTRIBUTION PATTERNS for the 12 main lines 
of jewelry store merchandise are shown on the 
adjacent tables. A detailed chart for each line 
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GIFTWARES 


Size groups of jewelry stores 


Number of 
stores in 
(measured by total annual sales) — size group 


SALE OF 


% of stores in 
size group fo 
all jewelry stores 








Group Vill 


Over $1,000,000 





Group Vil 


$500,000-$999,000 





Group Vi 








Group V 





Group IV 


$300,000-$499,000 





 $100,000-$299,000 
~ $50,000-$99,000 











Group Ill : 


$30,000-$49,000 





Group Il 
Group | 








$20,000-$29,000 





Under $20,000 








TOTALS 


FINE JEWELRY 


Size groups of jewelry stores 


(measured by total annual sales) size group 








Group Vill 


Over $1,000,000 





Group Vil 


$500,000-$999,000 





Group VI 


$300,000-$499,000 





Group V 


$100,000-$299,000 





Group IV 


$50,000-$99,000 





Group Ill 


$30,000-$49,000 





Group Il 


$20,000-529,000 





Group | 


Under $20,000 








TOTALS 


Size groups of jewelry stores 
(measured by total annual sales) 





Group Vill 





Group Vil 





$500,000-$999,000 





Group VI 
Group V_ 


Group IV 
Group Ill 











Group Il 


~ $300,000-5499,000 





$100,000-5299,000 
$50,000-$99,000 
$30,000-549,000 
$20,000-$29,000 














Group | 


i __e 





93548 


Over $1,000,000 


13548 


Number of 
stores in 


Number of 
stores in 


“9 | 








133 
a 
2400 
3576 
400 





3589 
9321 





100.0% 


SALE OF JEWELRY 





ST 
233 
ae 
2400 
3076 
4001 
3669 
9321 


1.0 
1.6 
10.2 
152 
‘110 
15.2 


39.6 





% of stores in 
size group to 
all jewelry stores 


02% 


ee 


100.0%, 


SALE OF PLATED 


% of stores in 
size group to 


size group _ all jewelry stores 


3589 


400 








5] 
233 
371 














30/6 


2% 








4001 











—_- 
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GIFTWARES IN 1956 (by jewelry stores of various sizes) 


Sales (of above) 
by stores in 
size group 


a 





$9,194,021 
6,314,430 
10,839,936 
23,995,947 
17,617,351 
10,389,829 _ 


6,179,431 
/ 349, 196 


$89, 880, 701 














Sales by group 
as % of total 


sales (of above 


merchandise) 


by all jewelers 


10.2% 
121 
26.] 
19.6 
WN. 
6.9 


59 
100.0% 


Cumulative figures, showing where 


Yo of stores 








%o of total 
jewelry store 








































the GIFTWARES business is done to all jewelry = sale of above 
Stores in U. S. merchandise 
97 stores with total annual sales over $1,000,000 02% 10.2% 
290 stores with total annual sales over $ 500,000 rs F 112 
661 stores with total annual sales over $ 300,000 ee 29.3 
3,061 stores with total annual sales over $ 100,000 13.0 tN a 
6,637 stores with total annual sales over $ 50,000 | pees ee 15.6 
10,638 stores with total annual sales over $ 30,000 $2 87.2. | 
14,227 stores with total annual sales over $ 20,000 60.4 Ad 
23,548 stores with annual sales in all sizes 100.0 100.0 














OVER $25, EXCEPT PRECIOUS STONE, IN 1956 (by jewelry stores of various sizes) 


Sales (of above) 
by stores in 
size group 


$8,745,532. 


12,287,540 





4,870,116 


20,069,337 
- 15,965,725 








7,664,628 





3.137.250 
4,707,785 











$77.447913 


Sales by group 
as % of total 
sales (of above 
merchandise) 


by all jewelers 


11.3% 
159 
a 
59 
20.6 
9 
40 
Ol 


100.0% 


Cumulative figures, showing where 


% of stores 








% of total 
jewelry store 










































































the FINE JEWELRY business is done to all jewelry = sale of above 

stores in U. S. merchandise 

57 ‘stores with total annual sales over $1,000, 000  -_—— 11.3% 
290 stores with total annual sales over $ 500,000 12 27.2 
661 stores with total annual sales over $ 300,000 a 3a 
3,061 stores with total annual sales over $ 100,000 | — 130 594 
6,637 stores with total annual sales over $ 50000 jj 282 80.0 
10,638 stores with total annual sales over $ 30000 |§ 42 89.9 
14,227 stores with total annual sales over $ 20,000 Pek ee 93.9 
f _B, 548 stores with annual sales in all sizes 100.0 100.0 








SILVER FLATWARE, HOLLOWWARE IN 1956 (by jewelry stores of various sizes) 


Sales (of above) 


Sales by group 
as % of total 
sales (of above 



































by stores in merchandise) 
size group by all jewelers 
$ 4,597,011 ae 
5,802,450 ees. “ 
7,540,825 Hd. | 
23,123,367 Ab | 
12,662,471 e 19 90. 
6,642,677 99 
3,422,454 : gs “a 
2,995,863 45 
$66,787,118 100.0% 


FOR JULY, 1957 





mn | 


Cumulative figures, showing where 


% of stores 








% of total 
jewelry store 
































































































— 





the PLATED SILVER business is done to all jewelry = sale of above 
stores in U. §. merchandise 

57 stores with total annual sales over $1,000,000 2% 69% 
290 stores with total annual sales over $ 500,000 1.2 a. poe 
661 stores with total annual sales over $ 300,000 2.8 a SS 
3,061 stores with total annual sales over $ 100,000 | 13.0 61.5 
6,637 stores with total annual sales over $ 50,000 282 80.5 

- 10,638 stores with total annual sales over $ 30,000 ae 04 
14,227 stores with total annual sales over $ 20, 000 604 95.5 
2B 548 stores with annual sales in all sizes 100.0 100.0 
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shows what percentage of the total sale of that 
commodity by all jewelry stores is done by stores 
in each size-group. 

If you are a retailer, you will want to see what 
sort of a selling job stores of your size are doing 
with each kind of merchandise. If you are a 
supplier, you may find it interesting to check your 
sales against the figures in the charts. Here are 
some of the indications to be found in the charts: 

Diamonds & precious-stone jewelry—Four- 
fifths of the sales are accomplished by Groups IV- 
VIII—no more than 6637 jewelry stores. 

Watches & clocks — More evenly distributed 
through jewelry stores of all sizes, but 45 per 
cent of the stores sell 85 per cent of the goods. 

Repairs—This, naturally, is the stronghold of 
the smaller establishment, the proprietors of 
which are usually skilled craftsmen. Shops with 
a yearly volume below $30,000 account for nearly 
28 per cent of the total watch, clock and jewelry 
repair business done by all jewelry stores. 

Jewelry under $25, including all costume 
jewelry—Smaller jewelers, nearly 13,000 of them, 
do relatively well here, too. They sell almost 20 
per cent of the costume jewelry sold by al} 
jewelry stores—their most important showing in 
any category except repairs. 

Electrical appliances Mostly confined to 
bigger stores. Groups V-VIII, containing 3061 
stores (many of which don’t carry appliances) 
account for almost 75 per cent of all such sales by 
jewelry stores. 


Sterling silverware, flatware & hollowware— 
Two thirds of the jewelry stores’ sales of sterling 
are made by no more that 13 per cent of the out- 
lets—3061 stores in Groups V-VIII with indi- 
vidual annual sales volumes of $100,000 and up. 


Giftwares—Distributed among all size groups 
more evenly than is some other merchandise, but 
again less than 50 per cent of these stores sell 
nearly 90 per cent of the volume. 


Fine jewelry, over $25, except precious stone— 
This tends to center in the larger stores; com- 
panies in the “over $50,000” class have four-fifths 
of the business. 

Plated silverware, flatware & hollowware—Im- 
portant in jewelry stores with individual annual 
volumes ranging from $50,000 to $500,000. 

China & glass tableware—Does well in stores 
of many sizes and is evenly distributed through 
Groups III-VIII. This means that jewelry stores 
in all size groups are important sellers of china 
and glass tableware, if the store’s annual volume 
exceeds $30,000. 


Personal leather goods—This includes leather 
watch attachments as well as other leather ar- 
ticles in a wide price range. It sells importantly 
in smaller jewelry stores as well as the large ones. 


Stainless steei—The main jewelry store market 
lies now in Groups III through VII, stores with 
individual annual sales of $30,000 to $1,000,000. 
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Size groups of jewelry stores 
(measured by total annual sales) 





SALE OF CHINA 


% of stores in 
size group to 
all jewelry stores 


Number of 
stores in 
size group 








Group Vill Over $1,000,000 





Group Vil $500,000-$999,000 
Group Vi — $300,000-$499,000 











Group V $100,000-$299,000 





Group IV _$50,000-$99,000 





Group Ill _ $30,000-$49,000 





Group Ii —_$20,000-$29,000 





Group | Under $20,000 


IL 




















TOTALS 


Size groups of jewelry stores 
(measured by total annual sales) 


23,548 100.0% 
SALE OF PERSONAL 


% of stores in 
size group to 
all jewelry stores 


Number of 
stores in 
size group 








Group Vill Over $1,000,000 





Group Vil  $500,000-3999,000 





Group VI 


$300,000-$499,000 





Group V $100,000-$299,000 





$50,000-$99,000 
$30,000-$49,000 
$20,000-$29,000 
Under $20,000 


Group IV 
Group Ill 
Group Il 
Group | 

















TOTALS 


STAINLESS 


Size groups of jewelry stores 
(measured by total annual sales) 


3,548 





57 0.2% 
te oe 
3m 
2400 
3576 
4001 














3589 


100.0%. 
SALE OF STAINLESS 





% of stores in 
size group to 
all jewelry stores 


Number of 
stores in 
size group 








Group Vill Over $1,000,000 


5] 0.2% 





Group Vil $500,000-$999,000 





Group Vi $300,000-$499,000 





Group V $100,000-$299,000 





Group IV $50,000-$99,000 





Group Ill $30,000-$49,000 


od a 
ail 

2400 
3576 
4001 

















Group Il $20,000-$29,000 
Group | Under $20,000 











TOTALS 


3989 
9321 











93549 
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Sales (of above) 


by stores in 


Sales by group 


as Yo of total 


sales (of above 


merchandise) 




















AND GLASS TABLEWARE IN 1956 (by jewelry stores of various sizes) 


Cumulative figures, showing where 
the CHINA & GLASS TABLEWARE business is done 


% of stores 
to all jewelry 


Te of total 
jewelry store 
sale of above 








































































































size group by all jewelers stores in U. §. merchandise 
$ 4,148,522 : 3 16% ; 57 stores with total annual sales over $1,000,000 0.2% 16% 
9,215,655 168 290 stores with total annual sales over $ 500,000 Bae ae 
8,954,730 164 661 stores with total annual sales over $ 300,000 a 40.8 
«BEN “ie 3,061 stores with total annual sales over $ 100,000 13.0 (65 
SA ee 6,637 stores with total annual sales over $ 50,000 28.2 (826 
Sa 109 10,638 stores with total annual sales over $ 30,000 45.2 93.5 
1,996,432 (3.6 14,227 stores with total annual sales over $ 20,000 60.4 97.1 
1,604,927 == 29 _23,548 stores with annual sales in all sizes . 100.0 108 
$54,765,848 100.0% 
LEATHER GOODS IN 1956 (by jewelry stores of various sizes) 
Sales by group 
as %o of total Vo of total 


Sales (of above) 


sales (of above 





























by stores in merchandise) 
size group by all jewelers 
. tae | ae 

AAs ee ee 5.0 

: 3,456,211 8.4 

14,397,568 34.9 

= 7,157,049 eS an 

“ 4598777 1 

2,661,909 6.5 

3,516,849 8.0 
$41,224,197 100.0% 


Cumulative figures, showing where 
the PERSONAL LEATHER GOODS business is done 











290 stores with total annual sales over $ 500,000 | 
661 stores with total annual sales over $ 300,000 











| 57 stores with total annual sales over $1,000,000 | 


% of stores 
to all jewelry 


jewelry store 
sale of above 


























3,061 stores with total annual sales over $ 100,000 | 





6,637 stores with total annual sales over $ 50,000 


10,638 stores with total annual sales over $ 30,000 








_ 14,227 stores with total annual sales over $ 20,000 








23,548 Stores with annual sales inall sizes 








STEEL FLATWARE IN 1956 (by jewelry stores of various sizes) 


Sales (of above) 


Sales by group 


as % of total 


sales (of above 


Cumulative figures, showing where 




















stores in U. §. merchandise 

0.2% ee 

Tes eee 

a 28 =. 
re Se 
aa 

Bm 855 
60.4 SS 

a 100.0 10.0 











% of stores 


%. of total 
jewelry store 



















































































by stores in merchandise) the STAINLESS STEEL FLATWARE business is done to all jewelry sale of above 
size group by all jewelers stores in U. §. merchandise 
$224,244 1.2% 9] stores with total annual sales over $1,000,000 0.2% 1.2% 
1,877,263 10.2 290 stores with total annual sales over $ 500,000 12 4 
3,927,513 21.4 661 stores with total annual sales over $ 300,000 28 an 
§,235,479 — 28.6 3,061 stores with total annual sales over $ 100,000 13.0 61.4 
3,578,525 19.6 6,637 stores with total annual sales over $ 50,000 28.2 81.0 
1,873,576 10.2 10,638 stores with total annual sales over $ 30,000 452 1.2 
i 4] 14,227 stores with total annual sales over $ 20,000 60.4 95.3 
855,961 47 23,548 stores with annual sales inall sizes 1000 100.0 
$18,333,108 100.0% 
FOR JULY, 1957 57 








Where: Chicago’s Conrad Hilton Hotel 


When: July 28-August 1 


CONVENTION AND RETAIL JEWELERS MARKET 


Convention Program: 


SUNDAY, JULY 28, 9 P.M. Address of welcome by NJA President H. A. Goldberg. Then, 
a report on the jewelry tax situation by Jewelry Industry Tax Committee Chairman 
Arnold Schiffman and Executive Vice-Chairman Bernard N. Burnstine. At 9:30 P.M.., 
presentation of the 1957 “Operation Cherub” promotion by the Jewelry Industry Coun- 
cil and Look magazine representatives, with Sol Blickman in command. 


MONDAY, JULY 29, 10 A.M. Forum on “Credits, Collections and Carrying Charges,”’ 
with Jay C. Lighterman of Tappins Inc., New York, as moderator. Questions will be 
answered by the panel of tax and jewelry industry experts. Also, meeting of the 
incorporating directors of the Retail Jewelers of America, Inc., to elect the new organ- 
ization’s first set of officers. 


TUESDAY, JULY 30, “ASSOCIATION DAY.”—Morning session devoted to talks by offcers of 
national associations and representatives of state and local organizations. 


NooN—Luncheon for state and local delegates and their wives. 
6 P.M.—Reception by Watchmakers of Switzerland for “Association Day” participants. 


8 P.M.—NJA’s “Night in Paris” party for al] trade association representatives and their 
wives. 


® “ASSOCIATION DAY” on July 30, besides climax- 
ing the National Jewelers Association trade show 
and convention in Chicago, may go into the 
record as one of the brightest red-letter days in 
the history of jewelry retailing. 

There will be three hosts for this unprecedented 
all-day program: (1) the National Jewelers Asso- 
ciation; (2) the American National Retail Jewel- 


o8 


ers Association, which this year is co-sponsoring 
the trade show, and (3) the Retail Jewelers of 
America, the new organization into which NJA 
and ANRJA are in the process of merging. 

The guests of honor will be presidents and 
secretaries of regional, state and local retail 
jewelers’ organizations, all of whom have been 
invited to attend. PLEASE TURN TO PAGE 88 
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List of Exhibitors: 


Aaron, Samuel, Inc. ....... ExH Booth 40 
Accro Watch Co. ............ Room 602A 
Bie CA i ExH Booth 155 


Altheimer & Baer, Inc. 
ExH Booths 123-124 
Aisenstein, Louis & Bros., Inc, Room 656 
American Furniture Sales Co. 
Part. Suite 1604-05-06 
American Plastic Co. 
ExH Booth 27 & Adjacent space 


BUG ci idccthtidaGe user Booth 21 
Argentum Silver Co. ...... ExH Booth 20 
B & O Chain Co. .......... ExH Booth 70 
Baldwin-Miller Co. ...... ExH Booth 140 
Ballou, B. A., & Co. Inc. ...... Room 609 
Baumgold Bros., Inc. ........ Room 602A 


Bayer, Pretzfelder & Mills, Ine. 


ExH Booth 35 
Becken, A. C. Co. ...... NoH Booth 167N 
Bell & Howell Co. ........ ExH Booth 34 


Bell Lamp Mfg. Corp. ..... ExH Booth 36 
Benrus Watch Co., Inc...Part. Suite 1005A 
Berman Watch Co., Inc. ....ExH Booth 19 
Bieler-Levine, Inc. ..... ExH Booths 14-15 
Bogoff, Jewels by, Inc. ......... Room 501 
Braude, Emil, & Sons, Inc. 
NoH Booth 165N 
Brown & Gravenson, Inc. 
ExH Booths 131-132-133 
Bulova Watch Co., Inc. 
Royal Skyway Suite (23rd Floor) 


Cohen, A. & Sons Corp. 
Waldorf Room (3rd Floor) & 
P.D.R. #5 (3rd Floor) 
Color Brite Fabrics & Display Inc. 
ExH Booths 137-138 
Columbia “Tru-Fit” Diamond Rings, ( Axel 
Bros., Inc.) ..Astoria Room (3rd Floor) 
Columbia Silver Co., Inc. ..ExH Booth 16 
Cuckoo Clock Manufacturing Co., Inc. 
ExH Booths 104-10 


Davidson & Sons Jewelry Co.. Inc. 
ExH Booths 112-113 
Dennison Manufacturing Co. 


ExH Booths 5-6 


Dolan & Bullock Co. ........ Room 513A 
Dormeyer Corp. ....... ExH Booths 74-75 
Doskow, Leonore, Inc. ..NoH Booth 166N 
Doxa Watch Co. ....... NoH Booth 189N 
ee ExH Booth 99 


Electric City Box Co.....ExH Booths 79-80 
Elgin American, Inc. ...... Rooms 512-513 
Elgin National Watch Co. 

Skyway Suites 2319-2320-2325 
Encyclopedia Britannica. .NoH Booth 174N 
Enicar Watch Corp. ..... ExH Booth 103 
Ever-Wear Trunk Works, Ine. 

ExH Booth 18 


Fairbanks Ward Industries, Inc. 
ExH Booth 129 
Fantasy of Jewels (Allcraft Novelty 
ets MD db bcdtidecace ExH Booth 122 
Feature Ring Co., Inc... 
Participation Suite 2400-01-02A 
Fiddelman, J. & Son, Inc. 
Participation Suite 
Flex-Let Corp...Participation Suite 1600-01 
Forestville Clock Co...... ExH Booths 7-8 
Forman-Cutler Co., Inc.....ExH Booth 144 


Gemex Corp. ........ ExH Booths 61-62 & 
Participation Suite 1200-01-02A 
Gemological Institute of America, Inc. 
ExH Booth 49 
Goldstein-Gerson Co., Inc. ....Part. Suite 
Goodman & Co. ........... ExH Booth 24 
Gotham Watch Co., Inc. ...... Room 612A 
Grant-Monarch Corp. ...NoH Booth 190N 
Gunst, Kanow & Gassin, Inc. ...Room 509 
Gruen Watch Co. 
Skyway Suites 2305A-2306A 








All other — As listed 








Hamilton Watch Co. 
Deluxe Part. Suite 1905A-1907A 
Harlee Creations, Inc. ....ExH Booth 142 
Heirloom Clock Co., Ine. 
ExH Booths 110-111 
Heiss Importers ........... ExH Booth 96 
Helbros Watch Co., Ine. 
Participation Suite 140001 


Heller-Deltah, Inc. ........ ExH Booth 82 
I I 8 ExH Booth 116 
House of Kraus, Inc. ...NoH Booth 178N 


Howard Ring Co. ........ ExH Booth 121 
Huye Space Saving Box System, Ine. 


ExH Booth 151 
Imperial Clock Co. ..... NoH Booth 191N 


Imperial Pearl Syndicate, Inc. 
ExH Booths 90-107 
Incabloe Corp. ...ExH Booths 118-119-120 
International Cultured Pearl Co. 
ExH Booth 55 
International Silver Co., Th 


e 
Participation Suite 1804A-06A-08A 


Jackson, Ann, Originals, Inc. 
ExH Booth 22 
Jackson Vitrified China Co., Inc. 
ExH Booths 149-150 
Jeannette Glass Co., The ..ExH Booth 152 
Jewelers Acceptance Corporation 
Participation Suite 2300-01 
Jewelers’ Circular-Keystone 
ExH Booth 64 


Kahn, L. & M.-—Jacobson Bros., Inc. 
Participation Suite 2504A-05A-06A 


Karpeles Rosary Co. ...... ExH Booth 23 
Katz, Frank M., Inc. ...... ExH Booth 41 
Keystone Camera Co. ...NoH Booth 195N 
+ ig” SRE Ss ExH Booth 114 


Korn, William & Co. 
ExH Booths 1-2-3-4-160-161 
Kramer Jewelry Co. ......Rooms 505-507 
Kreisler, Jacques Manufacturing Corp. 
Room 500 
Kushner & Pines, Inc. ....... Room 509A 


L.M.D. Jewelry Mfg. Corp...ExH Booth 68 
Landau, Max & Co., Inc. ..ExH Booth 128 
Lederer, Victor E.. Co. ....ExH Booth 53 
Lieber & Lerner, Inc. ..... ExH Booth 25 
Life Magazine ........... ExH Booth 147 
Lifton, Harold, Co., Inc. ExH Booths 71, 72 
Lipschutz, Joseph, c/o Baumgold Bros. 
Room 602A 
Lohengrin Ring Co.. Inc. ...... Part. Suite 
Longines-Wittnauer Watch Co., Ine. 
Participation Suite 1005 
Luria, L. & Son, Inc. 
Beverly Room (3rd Floor) 


Manhattan Novelty Corp. 

ExH Booths 77-78 
CI i ae Room 612 
Marcel Boucher et Cie ....ExH Booth 92 
Marhill Co., Inc.. The ..... ExH Booth 43 
Mastercrafters Clock & Radio Co. 

ExH Booth 56 

Meeker Co.. Inc.. The ..ExH Booths 12-13 
Mele Manufacturing Co., Ine. 


ExH Booth 148 
Milhening, J. Co., Inc. 

Participation Suite 110041 

Minnesota Mining & Manufacturing Co. 
ExH Booths 46-47 
Models Choice Jewelry ....ExH Booth 76 
Monarch Watch Co., Inc. ..ExH Booth 73 
| ip FP RS. ree NoH Booth 192N 


Room 504A 


Napier Company. The 


KEY: To Conrad Hilton assigned space for Retail Jewelers Market, Chicago 
Ex. H. Booth — Booth located in Exhibition Hall (lower level) 
No. H. Booth — Booth located in North Hall (lower level) 
P.D.R. = Private dining rooms (all located on third floor) 
Part. Suite — Participation suites (on various floors above sixth floor) 








New Hermes Engraving Machine Corp. 
ExH Booths 51-52 


Nu-Dell Plastics Corp. ..... ExH Booth 17 
Oneida, Ltd. ..... NoH Booths 162N-163N.- 

179N-180N-181N-182N-183N-196N-197N 
eee Be a a ke ae ExH Booth 143 
Overocean Clock Co. ...... ExH Booth 50 
Pues ae GM. «.. wesc Rooms 505A-507A 


Paramount Wedding Ring Co. 
Rooms 601-602 
Parker-Allen Industries, Ine. 


ExH Booths 145-146 


Paseo Tmmeetrios ......<ccccccs Room 611A 
Pennino Bros., Inc. .......... Room 512A 
Phileo Corp. ..... NoH Booths 176N-177N 


Phillips-Buttrick, Ine. 
ExH Booths “A”-65 
Polishook, K. & Son, Corp. 
ExH Booths 97-98 
Puritron Corp. ......... NoH Booth 164N 


Reich, M. A., & Co......... ExH Booth 57 
Remington Rand Dealer Sales Div. 

of Sperry Rand Corp....ExH Booth 134 
Remington Rand Electric Shaver Div. of 

Sperry Rand Corp...ExH Booths 158-159 
Renoir of California, Inc....ExH Booth 48 
Robbin-Products .......... ExH Booth 81 
Romaine, Francis, Displays. .ExH Booth 67 


Ronson Corp. ....ExH Booths 125-126-127 
Sacks, H. & Soms .......... ExH Booth 102 
Sarkin, David, Inc. ........ ExH Booth 37 
Savoy Watch Co., Inc. ........ Room 657 
ea NS 6 6 oi ack ccoan ExH Booth 14) 
Pee ape ExH Booth 95 
Schwarcz, Adolph, & Son, Inc. 

ExH Booth 9 
I el ExH Booth 153 


Semea Clock Co. ....ExH Booths “A”-65 
Sheaffer. W. A. Pen Co....ExH Booth 136 


Shriro Watch Inc. ...Istanbul Suite 1606A 
Silvercraft Co., Inc. ...... ExH Booth 101 
Speidel Corp. .......... ExH Booths 86-87 
Spreckman, Hy & Co., Inc...ExH Booth 54 
TE <2 ops caces sakes ExH Booth 63 
Stein & Ellbogen Co. ....ExH Booth 100 
Stetson China Co. ...... ExH Booths 93-94 
Sunbeam Corp. ........ ExH Booths 38-39 
Swiss Harmony, Inc. ....NoH Booth 184N 
Syndicate Diamonds, Inc. .... Part. Suite 


Tanenbaum, B. & Co., Inc... ExH Booth 44 
Triko Display Products....ExH Booth 67 


Underwood Corp. ........ ExH Booth 117 
United States Camera Corp...ExH Booth 42 
Utica Cutlery Co. ...... NoH Booth 175N 


Volupte’ Inc... ExH Booth 85 & Room 600 


Watchmakers of Switzerland, The 
ExH Booths 88-89-108-109 
Waterman Pen Co., Inc. ....ExH Booth 83 
Weissman Watch Corp...... ExH Booth 66 
Westclox-Seth Thomas Clocks, Div. 
of General Time Corp....ExH Booth 139 
Wharton Mfg. Co......... ExH Booth 154 
Wiesen-Hart. Inc. 
Wiesner of Miami, Inc... ExH Booths 58-59 
Wiesner, Joseph. Inc. ...ExH Booths 10-11 
Winston. Harry. Inc. .......... Part. Suite 
Winton Watch Co... .Part. Suite 2205A-06A 
Wood, J. R. & Sons, Ince. 
Part. Suite 1000-01-02A 
Woods. Patrick ...... ExH Booths “A”-65 
Wyler Watch Corp. .......... Room 609A 





Found! A rich, new market 


for SILVER WARE 


by D. E. Sanderson, Vice President, Oneida Ltd., Silversmitiis 


How many families in your town earn more than $4000 
a year? Nearly half of them don’t own a complete 
matched set of quality flatware. They need silverware 


—and they certainly can afford it 


® MOST OF OUR FRIENDS in the retail business are 
familiar with the widespread increases in family 
incomes and purchasing power that have taken 
place in this country since World War II. 


Some retailers, however, may not be fully aware 
of the unusual sales opportunities these economic 
and social changes present for them in quality 
silverware and related lines. Naturally, we are 
interested in how this affects silverware — and 
how you can take advantage of it. 


One of the big opportunities that emerges from 
this nationwide upgrading in incomes, living 
standards and family activities is the potential 
volume open to retailers for replacement sales 
of quality silverplate or sterling. (This is in addi- 
tion, of course, to the always-important market 
for quality silverware among brides and young 
homemakers. ) 

Many retailers with whom we have discussed 
these facts agree with us on the unprecedented 
opportunity this market offers. They have sug- 
gested we prepare this report, and also help them 
do something to tap this new reservoir of replace- 
ment sales. 


We are doing something about it with spectacu- 
lar advertisements and a complete set of selling 
aids to help dealers capitalize on this important 
“other half” of the market. We expect to keep up 
this program year after year in addition to all of 
the regular advertising and promotion programs 
on our nationally advertised lines. 


TODAY MILLIONS OF AMERICAN FAMILIES enjoy 
undreamed of incomes that have enabled them in 
the post-war years to move into better homes... 
to drive a better car ... to dress better ... to 
entertain more often ... and to have nicer home 
furnishings. 


The principals in these families may be any- 
where from 25 to 65 years of age. Age is not 
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necessarily the yardstick. The measurement is 
increased income and improved famiiy circum- 
stances. 

Opportunity No. 1: Depression families. Most 
of the older families in this big market were mar- 
ried and started housekeeping during the depres- 
sion years of the Thirties. They may have started 
out with some inexpensive or miscellaneous as- 
sortments of silverware because they could not 
afford a quality service. 

Millions of these families have never acquired 
a complete matching service of high-grade plate 
or sterling. Yet today they have incomes and 
home conditions to justify such purchases. In- 
stead, apparently, their spending has been for 
TV sets, cars, clothes, vacations—almost every- 
thing but. 

Opportunity No. 2: World War II families. 
Many of the younger families — say, under 40 
years of age—in this market were married dur- 
ing the War and put up with makeshift living 
quarters and makeshift silverware until they 
could start their own homes after the War was 
over. Even then, it was starting from scratch, 
and most young couples had more urgent home 
purchases that made them put off acquiring qual- 
ity silverware. Today, many of these younger 
couples who were married during or shortly after 
the War still have not acquired quality silver for 
their homes despite the fact that their later in- 
comes and standard of living have made it pos- 
sible and desirable. 


IT BOILS DOWN TO THIS: In the “Established 
Family” market—there are literally millions of 
families who are spending huge amounts annually 
for home products but are overlooking the thrill 
and iasting practicality of a complete matched 
service of quality plate or sterling! 

This “Established Family” market offers a very 
real and immediate potential to you for replace- 
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ment sales, or in some cases for initial sets, of 
quality silver service. 

But they have to be reminded and sold. That 
is your job—and ours. And the time will never 
be more opportune! 


NOW LET US SHOW YOU the basic facts and fig- 
ures that reveal the size and desirability of this 
“right now” market. This evidence points up just 
a few of the pertinent economic and social trends 
that support this opportunity. 

A comprehensive nation-wide home survey by 
an independent research organization shows that 
almost half of the so-called silverware sets in 
U.S. homes are not complete matched services of 
flatware, let alone fine quality silverplate or ster- 
ling. 

Think what these figures mean in replacement 
sales (or even original complete-service sales) of 
fine silverplate or sterling right in your own com- 
munity! 

Just estimate the number of families in your 


market with incomes above $4000 or $5000. Then 
remember that almost half of the silverware sets 
owned are not a full matched set ef quality flat- 
ware. 

e © Today U.S. families have more money than 
ever before for “discretionary spending.” The 
colored area in the chart below shows the re- 
markable grewth in the purchasing power of 
U. S. families during the postwar period. Money 
for “discretionary spending’ means the amount 
of family income that is left over after providing 
for food, clothing, shelter and taxes. 

The important point for you, the chart below 
shows, is that the money is there for discretion- 
ary purchases. It will be spent for something. 
The purpose of this “Established Family” pro- 
gram (and all of Oneida’s other extensive adver- 
tising and promotion) is to help you get a larger 
share of this discretionary money spent for qual- 
ity silver-plate and sterling. 
¢ ¢ Today almost 26 million U. S. families have 
annual incomes of more than $4000 after 


SIXFOLD GROWTH 
IN DISCRETIONARY SPENDING POWER 
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@ People now have billions more money to spend—as they 
choose. Question is: Can you make them choose silver? 
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taxes! This is 46 per cent of the total families 
in the United States—twice as many as in 1950! 

The chart below shows the tremendous increase 
in higher income families since 1950. 

These figures are disposable incomes, after Fed- 
eral taxes. Note, in the comparative diagram 
below, that there were twice as many families 
with disposable incomes of more than $4000 per 
year in 1956 as there were just six years before 
(1950). 

These 25,800,000 families with disposable in- 
comes of over $4,000 per year represent a huge 
new market for silverware. Included in these are 


14,600 families with disposable incomes of over 
$5,000 per year. They comprise 26 per cent of all 
U. S. families, and include millions of families 
that make up the so-called “established family” 
market. Right now these 25.8 million families are 
your “established family” market. 
e ¢ Age is not the guide today to family income. 
“Established families” are not always older fami- 
lies. The best prospects—those who have annual 
incomes over $5,000—may run anywhere from 25 
to 65 years of age for the head of the family. 
The interesting diagram below shows how U. 8. 
families range in age, according to income groups. 


MASS MILLIONS ARE CLIMBING THE INCOME LADDER 


1950 


53 Million 
FAMILIES * 


1956 (est) 


Million 
FAMILIES * 


DISPOSABLE INCOME 





(AFTER FEDERAL TAXES 





OVER $7,500 
$5,000 to $7,500 
$4,000 to $5,000 








$3,000 to $4,000 
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_ | $2,000 +3,000 


\“ WV 1,000 to ¢ 2,000 


UNDER $1,000 





* Consumer Spending Units 





@ The number of families with $4000 a year or more after taxes has doubled. 


FAMILY INCOME BY AGE GROUPS 


65 and 34 27 


over 


5 7 


@ The heads of the best “established families” are 25 to 65 years old. 
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Annual Family 
Talaelssl-mClaciils 





$5,000-$6,000 


$4,000 $5,000 


$3,000 -$4,000 


$2,000-$3000 


Under $2,000 


SILVERWARE PURCHASES BY INCOME GROUPS 


Per Cent of. 
Purchases 


82% 
18% Posen 
11% 
9% 
6% 


3% 


@ “Over $4000” families are your best market, and 45% of them need flatware. 


Because of expenditures for other things for 
the home, millions of these families do not own a 
full service of quality silverware. Many of the 
younger families were formed during World War 
II when they did not need or could not get quality 
silverware. Many of the middle age and mature 
families started in the depression years of the 
1930’s, when they could not afford a complete ser- 
vice of quality silver-plate or sterling, and many 
have not gotten around to buying it since then. 
© @ These so-called “established families” spend 
214 times as much for silverware (and related 
table items like china and glassware) as lower in- 
come families. 

You might assume this to be true—but shown 
above are the actual percentages of these pur- 
chases by income groups, according to U. S. Gov- 
ernment statistics. 


FOR JULY, 1957 





The figures above offer proof of the logic and 
value of this established family market for you. 

However, to evaluate truly their untapped po- 
tential sales for you, remember the early informa- 
tion in this report—that approximately 45% of 
these families with the ability to buy do not yet 
own complete matched services of quality silver- 
plate or sterling! 

This replacement market is something our 
smarter dealers have been aware of for some time. 
But most of them have not known quite what to 
do about it. They have indicated many times that 
if a major silverware manufacturer were to really 
go after this replacement market, it would be one 
of the greatest things that could be done for the 
silverware business today. We think we’ve got 
the answer, and that it will benefit the whole 
silverware trade. ss 8 
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This unusual win- 
dow display in the 
Fogg store grew 
out of the convic- 
tion that men have 
more to do with the 
choosing and pur- 
chasing of sterling 
than is commonly 
supposed. 


Does sterling interest men, too? 


by Robert A. Latimer 


Is it a case of “the forgotten man” where sterling 
is concerned? A Southwestern jeweler decided to 


find out. 


e A CUSTOMER in the F. D. Fogg & Co. jewelry 
store in Albuquerque, N. M., was examining 
sterling silver. She was asked what her husband’s 
opinion was likely to be. She answered at once: 
‘He doesn’t know a thing about it!” 

Donad Fogg wondered if she was right. He 
wondered if most men really didn’t “know a thing 
about it” ... if they really weren’t interested. 
He suspected maybe they were quite a bit inter- 
ested. 

He planned a campaign to find out how much 
the masculine end of the market did know about 
sterling and plated flatware and hollowware, how 
much national advertising had impinged on the 
masculine mind. The “research” consisted mostly 
of over-the-counter interviews with male custom- 
ers. The men were invited to discuss their favor- 
ite patterns and what they thought about the rela- 
tive durability and value of sterling and plate. 

After several weeks of such conversations, Mr. 
Foge’s suspicions were confirmed. “We found,” 
he said, “that men know more about silver than 
we had given them credit for and a lot more than 
the women had given them credit for.” 

Utilizing the information he had gleaned, he 
set up the window display shown above. It was 
made up of three easel-type signs grouped around 
a diagonal sign which stated the theme for the 
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whole: ““What does a man think about sterling 
silver?” This was followed by the words: “Since 
most men don’t discuss sterling silver, you might 
think they have no opinion . . . but they do! Quite 
a definite one, once they get started.” 

Against the easels he featured three examples 
of the store’s flatware stock—patterns which had 
been discussed with the men customers. Under 
a “Skylark” teaspoon appeared the words: “If 
he’s a sophisticated man of distinction, he likes 
things well designed and expensive looking, and 
he thinks of sterling as an investment. His favor- 
ite might be. . . Kirk Skylark.” 

In the right center, under a “Quadrille” spoon. 
a similar hand-lettered sign read: “If he’s a 
man’s man, he is not likely to care about fancy 
patterns or pretty tables, but to him sterling sil- 
ver feels substantial in the hand .. . and he hates 
dinky things. He doesn’t have any feelings one 
way or another about esthetic appeal, but if silver 
is heavy and solid and big and sterling, it’s good.” 

On the third easel, an “Old Maryland En- 
graved”’ spoon was identified with the sentimental 
man who likes traditional things that remind him 
of his mother and “the big house he grew up in.” 

Mr. Fogg considers the display a success. “We 
believe,” he says, “that about one third of our 
sterling sales are made to men. As for mens’ 
having a voice in selections made by women, that 
is frequently the case, at least with brides-to-be. 
We’re sure the men ought not to be neglected . . . 
that they should be given the chance to ‘get into 
the act’ where sterling is concerned.” Zee 
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SIZING: The right band, the right band length, 
the right end width ...ailin 12 SECONDS! 


FITTING: Custom fits any wrist... 
and it only takes 12 SECONDS! 


REPAIRING: Replace any link (not just one or two 
— for customer satisfaction in 12 SECONDS! 
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MAKES THIS MIRACLE POSSIBLE!... 





18% OF THE JEWELERS WHO SAW 


SIZE-O-MATIC 
SUCCESS 
STORY 


LOOK WHAT WE’VE ADDED! 


OPENS A NEW ERA 


andset within elegant, faceted pace ol ian 
STYLE NO. 120— 1/20 10K yellow gold filled 


top with choice of brown, tan, or black lizard; 
1/20 10K white gold filled with black lizard. 
Stainless back — retails $12.95 T.I. 


Your PLUS Profit Keystone $9.30 


Beau Moderne 


mooth links with mirror finish serve as a lux- 


~~ urious background for the bold raised ribbed 


motif. A daring new styling dimension. 
STYLE NO. 100 — 1/20 10K yellow gold filled 


top, stainless back — 
retails $11.95 Tits 
Your PLUS Profit Keystone $8.60 


Each massive link a trio of ‘ithdiiine finely 
crafted rectangles. Brilliant beveled angles radi- 
ate sparkle with every movement of the wrist. 
STYLE NO. 110—1/20 10K yellow or white 
gold filled top, stainless back — 


retails $11.95 T.I. Your PLUS Profit Keystone $8.60 


IN WATCHBAND RETAILING FOR YOU! 


Lad y Lec 


Each link S cceeitels beautiful, expertly shape- 


mated for each other. The fine- ribbed motif 
creates an overall pattern of dazzling charm. 


STYLE NO. 230— 1/20 10K yellow or white 


gold filled — 
retails $7.95 5 wae 
Your PLUS Prefit Keystone $5.70 


i reathiakingly slender for even a telescopic 


band! An exquisite scallop design accentuates 
the sleek silhouette. 


STYLE NO. 235— 1/20 10K yellow or white 


gold filled — 
retails $9.95 : pe 
Your PLUS Profit Keystone $7.00 














$9 BAND SIZES WITH JUST 1 SIZE-O-MATIC! 
Fits every wrist size: no more stock- 
ing longs, regulars and shorts. All 
links (not just one or two) com- 
pletely interchangeable! Sell the 
very band you show! You make the 
most sales with the least stock! 











AN INCREDIBLE STYLING ACHIEVEMENT 


IN 


...ANDITVS 


Your answer to the demand for a 
truly fine stainless steel band. 
Smoother, thinner, handsomely 
tooled links in the finest tradition 
of jewelry craftsmanship. 


Beau J AGUA srvre no. 115—Stainiess ste 


ORDER ONE OF 


* Trademark 


top and back — 
retails $7.95 no tax 
Your PLUS Profit—Keystone $6.60 


AS THIN AS A 
LEATHER STRAP! 
Will blend with 
the thinnest stain- 
less steel watches 
on the market! 
And for greater 
expansionability 
and amazing dur- 
ability, each band 
features torsion- 
spring construc- 
tion. 


SIZE-0-MATIC FITS 
EVERY WRIST SIZE! 
EVERY WATCH END! 
No more head- 
aches with 5/8", 
11/16" or 3/4” ends 
... You always 
have the right 
band length and 
the right end 
width at the right 
time! Now 9 band 
sizes with just 1 
SIZE-O-MATIC! 


EACH STYLE TODAY! PROVE IT TO YOURSELF... — 








only 


gives you, the jeweler, this unconditional 








STYLE NO. 162 — Stainless steel. a ce 
retails $4.95 NO TAX Your PLUS Pet 
Also available in gold filled 

retails $6.95 x = 


rt? (i 


ig . 275 Gold Fitled — 1/20 10K. Avail- 
able in Yellow, Pink, and White — 


ee | ; : i. retails $1.95 T.I. 
STYLE NO. 172— Gold Filled, 1/20 10K. Available | 


our PL eygapne $5.10 
in yellow only. Also available with curved ends, 

style No. 174 — 

retails $1.95 T.I. Y | | 


OO ———————————— : able in Yellow a ‘and javedethat’s 
Imperial] s only 98X01. 
STYLE NO. 113—Gold Filled, 1/20 10K. Available 


: led, 1/20 10K. Your PEBPPUNS ebpeniti gl one 
in yellow only. Also available with curved ends, 


style No, 114— 


tata, WANE <1 Your bbe READ THE ANNOUNCEMENT ON 
™ FOLLOWING soap: 


FORY: East Providence, Rhode Island | 
In Canada: Guildcraft, ltd. 119 Adelaide St. W., T@onto 





Printed in U.S.A. 
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FROM THIS MOMENT ON 


uf your vnventory 


418 a 





every band 


you st Oo Cc k 
wi ill b eli ive 
and salable! 


NEVER AGAIN 
will you stock | 

a band — 

you cant sell! | 








thanks to 
Flex-Let's great 


new engineering 
triumphs... 


























IMAGINE! you FLEX-LET inventory is always 


INTERCHANGEABLE 





¢ INTERCHANGE 


any curved end with a straight end! 


¢ INTERCHANGE 
any end with any 5/8’, 11/16" or 3/4° end! 


° INTERCHANGE 


ends of any $4.95, $5.95 or $6.95 band with 
ends of any $9.95, $10.95 or $11.95 band! 





2 WHAT DOES FLEX-LET’S FABULOUS ENGINEERING ADVANCE MEAN T0 YOU? 


e You can custom-fit every customer — in every price range! 

¢ You sell the very band you show — you can size-it and you can inter- 
change the ends. . 

e Your customers can choose from every band in your stock, every band 

_ is live and salable. ) 

e You repair on the spot — replace any link — any end — no delay. 

e You never have to stock longs, or shorts... one band fits them all! 


. , + j } 7 
and iy? addition COCTHI watchhband CONTLES t hie 


FAMOUS FLEX-LET GUARANTEE 


. FLEX-LET CORPORATION, 5@ FIFTH AVENUE, NEW YORK 36 
FACTO@§: East Providence, Rhode Island 
Ta @r-lat-ler- FmCleli ele: ¢-) eum mice pus bc -\ol-1'-](0[-mre) oun | See he) ge) nice 














“FRESH AS CASH” because of 


ENDS 


PLUS 

the amazing new 
“SLIDING LOCK” ‘ 
SIZE-O-MATIC 





in every band! 





so easy! 


UNLOCKS 
with a single stroke! 





PKVK 
\A \ A 
ADD OR REMOVE 
any number of links! 
LOCKS 


FNS 2 
AN —and stays locked — 
Xo as with a single stroke! 







Sizing that makes your inventory 
“FRESH-AS-CASH”’ 


ONE LADIES’ BAND FITS THER ALL: 


No n iore stoc} Ine’ long’s, reg ilars aie sh ior 
links (not just one or twit? separate 


| 
adjustments 





WARNING! 


Interchangeabie Ends and 
Sliding Lock Size-0-Matic: 


are fully protected by law! 
— Patent Pending! 

If it isn’t Flex-Let, it isn't 
SIZE-O-MATIC! 





NOW EVERY BAND YOU STOCK 
WILL BE LIVE AND SALABLE... 


SPARTAN SIZE-O-MATIC! 

STYLE NO. 101 — 1/20 10K. — Yellow only. 

(Available with curved ends, style 102.) 
retaile $5.95 T. 1 


Your PLUS Prefit— Keystone $4.60 
ee " 


STATLER SIZE-O-MATIC! 

STYLE NO. 114 — 1/20 10K. — Yellow only. 

(Available with curved ends, style 112.) 
retails $6.95 T. 1. 


Your PLUS Prefit — Keystone $5.20 


DIRECTOR SIZE-O-MATIC! 
STYLE NO. 124 — 1/20 10K. — Yellow and 
white. (Available with curved ends, style 
126.) retaile $9.95 T. 1. 

Your PLUS Prefit—— Keystone $7.00 


SIZE-O-MATIC! 

STYLE NO. 122 — 1/20 10K. — Yellow only. 
(Available with curved ends, style 122.) 

retaids $8.95 TL 

Your PLUS Profit — Keystone $6.60 


a ea Tie 


LADY LEE SIZE-O-MATIC! 
STYLE NO. 230 — 1/20 10K. Yellow or white. 
retails $7.95 T. L 

Your PLUS Prefit— Keystone $5.70 


GOLDEN STRAND SIZE-O-MATIC! 
STYLE NO. 275 —1/20 10K. Yellow, pink, or 
white. retaile $7.95 T. 1. 

Your PLUS Prefit—— Keystone $5.70 


LA BAGUETTE SIZE-O-MATIC! 
STYLE NO. 220 — 1/20 10K. Yellow or white. 
retails $9.95 T. 1. 


Your PLUS Prefit— Keystone $7.00 
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FLEX- LET present with firtile...a compilele line of CROSSES 


PROMOTED AND MERCHANDISED WITH THE PROVEN FLEX-LET KNOW-HOW 








now for the first time... 


THIS 
SHOW-AND-SELL 
UNIT 


now for the first time... 


THIS DYNAMIC oa 
DISPLAY 


now for the first time... 


THIS ADVANCE 
PACKAGE 



















STYLE 1601 Truly Terrifi 
value 1/20 G.F. One inch 
cross with fine curbed chain 
Retails $4.95 plus tax 
Your PLUS profit 
Keystone $4.20 
<§ 
cl A>- ee , éé ° - 
Z a No more “‘storing crosses In 
Che fabulous f lex-Let pack- ) a drawer” with this beauti- 
age... superbly cratted Ol | ful, eficient merchandising beautiful, dignified design 
white leat herette, satin and tray! gives crosses a point-of-sale 
gold! No other crosses are power that means more bus- 
so elegantly packaged 3 Iness for you! 
ad 
? ¥ Ld al re a 
be " ig o ota vs! 
j . N Biss SS 
\) My 
hs | \! e ipl 
» vy , , R : ~~ ~*~ Ye - se 
OT — ae hese 5 « 
Ai | rie : | 
a rN LY 
m “ ” ( 
‘Y 
STYLE 1004. Modern design STYLE 1005. Classic design STYLE 1009. Deep hand en- STYLE 1106. Beautifully hand caer lr gal A at . a ah peo a 
1/20 G.F. %”. Extra fine Hand engraved and engine graved design. 1/20 G.F. 34”. engraved and engine turned the hand engfavers af * 10K gold %4" cross an FLEX-LET CORPORATION, 580 FIFT 
hand engine -turned, with turned. 1/20 G.F. 34”. With With chain. 1/20 G.F. 1” cross -with 1/20 G.F. 1-3/16” cross with chain. Exquisite details . 60 H AVENUE, NEW YORK 36 
way hain 4.95 chain chain fine craftsmanship. A spec- FACTORY; East Providence, Rhode Island 
Vain cnal Retails $ . plus tax : 6.95 »! tacular value! 
Retails $4.95 Ol emee Retails $4.95 plus tax Your PLUS profit Retails $5.95 plus tax Retails $6. plus tax ' Tam Or-larcle melt ile lee} 119 e oe 
YOUR COST n Canada: Guildcraft, Ltd., 119 Adelaide St. W., Toronto 
voir SLM neat your PLUS profit Keystone $4.20 your PLUS profit your PLUS profit 
; Keystone $4.20 Keystone $4.20 Keystone $5.00 Keystone. $5.60 Keystone $6.70 
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by Frederick H. Pough, gem consultant to JC-K 


Reconstruction, synthesis, culture—or what? 


A gemmologist (or should we spell it gemologist? ) 
finds little help in the dictionaries 


© FROM TIME TO TIME it is called to our attention 
that current word usage in respect to the newer 
man-made stones of interest to jewelers is in- 
accurate; also, that it fails to impart to the con- 
sumer any suggestion of the stone’s position in 
our technology. 

The General Electric Co., in announcing the 
first successful manufacture of diamond-structure 
carbon, did not call its products “synthetic 
diamonds.” It preferred the term “man-made 
diamonds,” saying, quite properly, that no syn- 
thesis was involved. The immediate reaction to 
this would be to say that G. E. was just 
playing with words; of course, these diamonds 
are synthetic since they are laboratory-made 
rather than found in nature! 

However, from the standpoint of the dictionary 
writer, General Electric is right about “syn- 
thetic,” though, from the standpoint of the 
mineralogist, it is wrong about “diamond.” (A 
mineral must occur in nature, so a man-made 
product cannot be a mineral and logically should 
not be given a mineral name.) So, in talking 
about “synthetic rubies” and “synthetic sap- 
phires,” as we all have for years, we are either 
wholly wrong—or wholly right. Let’s look at a 
couple of dictionaries to see where we stand: 

According to The American College Dictionary 
(Random House, New York), synthesis means 
“the forming or building up of a more complex 
substance by the union of elements, or the com- 
bination of simpler compounds or radicals.” Syn- 
thetic means “noting or pertaining to compounds 
formed by chemical reaction in a laboratory, as 
opposed to those of natural origin.” In this case, 
“elements” could be taken to mean the individual 
alumina particles which are fused together into 
the single crystal of the boule, but this is not 
more complex, just larger. 

Funk & Wagnall’s Practical Standard Dic- 
tionary is not very helpful either. According to 
it, synthetic means “produced by synthesis,”’ and 
synthesis means “the combination of elements or 
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radicals in such proportions as to form com- 
pounds.” 

These definitions, of no help to the jeweler, are 
in accord with the real root of the word. Before 
it found application in many fields, synthesis re- 
ferred to a philosophical conception: the com- 
bination of parts or elements, as material sub- 
stances or objects of thought, into a complex 
whole (as opposed to analysis). Since, in the 
case of rubies, one starts with aluminum oxide 
and concludes with aluminum oxide, it would 
seem that synthetic was not the properly descrip- 
tive term for the process. However, the dic- 
tionaries are much more recent than Verneuil, 
so it would also seem that the lexicographers are 
living well in the past. 


IT IS A FREQUENT EXPERIENCE of the real ex- 
perts in any field to find dictionaries entirely out 
of date in respect to actual usage, though petti- 
fogging lawyers attempt to prove their points 
by reference to the very works that are so in- 
adequate. Lags in the recognition of new usages 
and new developments that require changes in 
emphasis influence the definitions that appear in 
the dictionaries. There is also the human factor. 
One tends to forget that definitions are written 
by people and that the authors of dictionary 
definitions also have their limitations in experi- 
ence, in alertness and in the space the editors 
will give them. Spellings, too, present problems; 
in our field, erudition requires us to call our ex- 
perts “gemmologists” (from the Latin gemma), 
though American sloppiness has made “gemolo- 
gist’”’ much more frequent. 

In spite of the fact that we find our dictionary 
definitions not at all descriptive of the experiences 
of alumina powder during its transformation into 
the “synthetic ruby crystal,” the jewelry trade 
is content with this use of the word “synthetic.” 

“Synthetic ruby” or “synthetic sapphire” is 
commonly used for something which ends up as 
exactly the same compound as it started out, so 
in usage the words have been broadened. As a 
description it is not more accurate than the old 
misleading word “reconstructed,” but everybody 
(except the dictionary-makers) knows what it 

PLEASE TURN PAGE 


69 





RECONSTRUCTION, etc. (from preceding page) 


means. So, in spite of them, it is the proper word 
for the Verneuil-process-produced reproductions 
of the natural stones. (Having written the defi- 
nitely gemmological definitions for the Random 
House dictionary, the writer can’t be too critical, 
but it should be obvious that he knows what he 
is talking about when he discusses the fallibility 
of definition writers.) 

There was a time when laboratory equipment 
was simple and “laboratory-made” or man-made” 
was enough of a description of a process; almost 
anything was turned out in an afternoon with a 
minimum investment of time and equipment. 
There weren’t too many processes, and people 
were less concerned with the means than with 
the result ; it was enough that it was accomplished. 
Man was still a bit awed by the command he was 
beginning to find in himself with respect to his 
control of his environment. More interested in 
their work than in material returns and public 
adulation, many scientists were not even aware 
of what is now recognized as almost a calculated 
effort on the part of the socalled cultural-subject 
specialists to minimize scientists’ influence on 
American life. 

It took the atom bomb to bring the scientist 
back into good repute and to make the public 
conscious of the innumerable processes of the 
laboratory and of the investment of money and 
knowledge that has gone into them. The scientist 
still has a fight on his hands, partly a civil war 
against fellow crackpots who think that because 
they understand the intricacies of the atom they 
are qualified to deal with international politics, 
and partly against the ingenuous minds which 
would attempt to slow the advance of science be- 
cause it is too much trouble for Man to grow up 
to his power and his responsibilities. 


MOST OF NATURE’S MINERAL PRODUCTS that have 
shown the way toward a better life have proved 
quantitatively insufficient for the demands Man 
puts upon them. Consequently, many methods, 
involving all of Man’s technological experiences, 
are put to work in the laboratory or in industry 
to fill this void. The Verneuil process itself was 
not the earliest means of turning out man-made 
inorganic compounds; it was simply a more suc- 
cessful way of arriving at a desired goal. The 
goal was an abundant supply of crystals of ruby 
or sapphire that were large enough for bearing 
and jewelry use. Earlier methods, involving a 
molten mass in an open dish, produced beautiful, 
ruby-like crystals of aluminum oxide, but they 
were too small for the uses Frémy and his as- 
sociates had in mind. The large masses of the 
Verneuil process overcame this limitation, but 
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flame fusion works only because ruby is a simple 
compound with a simple congruent melting point. 
Verneuil’s attempts to make other gem crystals 
by the same method, with the exception of the 
similar simple oxide, spinel, proved unsuccessful. 

The earliest man-made mineral is halite, or 
rock salt. The simple evaporation of sea water 
leaves a crust of small cubic crystals of sodium 
chloride, as one can easily see with a loupe. Very 
often they are true minerals, too, for on any 
sunny day halite forms naturally along the sea 
coast, where salt spray has dried up in little pools 
on the rocks. Being water-soluble, they go with 
the next tide or shower, so they and this type of 
erystal-production play no part in the jeweler’s 
life. 

Nevertheless, this is one means by which a sub- 
stance that is a mineral in nature can be formed 
in the laboratory. Organic crystals can be grown 
in the same way—the rock candy in which we de- 
lighted as children is such a crystal; sugar crys- 
tals grown in vats on strings from a super- 
saturated sugar syrup. Any housewife knows that 
sugar crystals grow in her maple syrup jug or 
her honey jar, but not from molten sugar. Sugar 
that is melted in a pan (to make caramel sauce, 
perhaps), and allowed to cool without adding 
water, makes a brittle, glassy mass. Should we 
desire to let the children see sugar crystals grow, 
we have to let them form slowly from a solution, 
just as the candy manufacturers do. 

If we want crystals of something that won’t 
dissolve readily in water, and which also cannot 
form directly from a pot filled with a molten mix- 
ture of the right composition, then we have to 
find something that does dissolve the substance, 
make it dissolve more or less, and then change 
the conditions, either by cooling or by evapora- 
tion of some of the solvent, or by reduction of 
pressure, so that some of the dissolved crystals 
separate out again. 


WHEN WE INVESTIGATE MINERALS, analyzing 
them, melting them, forming them again, we find 
that there are several classes. Some minerals can 
be melted like our sugar, only not on a kitchen 
stove. and on cooling they will recrystallize into 
identical compounds, though the old crystal out- 
line will be gone. The size of the grains may de- 
pend upon the rate of cooling (the difference be- 
tween fine-grained rhyolite and coarse-grained 
granite is only the rate of cooling), upon the 
entrance of some foreign substance during the 
process, or upon the escape of some volatile con- 
situent. 

(In our molten sugar, some of the water in the 
sugar molecule escaped and the sugar “glass” no 
longer has quite the composition it had when we 
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Use this color 


movie to promote 


your diamonds 


it’s yours FREE- 
to show rn your town 


} a dramatic 
*) professional 
production 


25 minutes of 
entertainment and 
information 


This spectacular diamond film in sound and color is a proved 
audience attraction. With a current record of 23,000 show- 
ings before school and club groups and 768 presentations on 
TV, it’s one of the most popular commercial films ever pro- 
duced. It’s yours to use—on a free rental basis—to promote 
your diamonds in your community. 

Titled “A Diamond Is Forever,” it’s ideal for showing 
before high school, college and club groups, for presentation 
as a sales-training aid, and for your TV program. 

A romantic story, fast action and magnificent color pho- 
tography make it a really memorable diamond film. There’s 
an authentic sequence on diamond cutting, photographed at 
a leading New York cutting house...an interesting tour 
through the diamond mines, taken on location in South Africa. 

For details on how you may obtain the film, “A Diamond 
Is Forever,” to show in your town, write to the exclusive 
distributors, Association Films, Inc., at the address nearest 
you: 

347 Madison Avenue, New York 17, N. Y.; Broad at Elm, 
Ridgefield, N. J.; 561 Hillgrove Ave., La Grange, Ill.; 351 
Turk Street, San Francisco 2, Calif.; 1108 Jackson Street, 
Dallas 2, Texas. 


Tie in with the national diamond promotion 


—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Gay travel foiders are tacked to 
angled upright slats against the back- 
ground for this display of watches and 
clocks for travel. Copy panel on the 
background reads, “Wherever you go 
—take good time with you—with fine 
watches from Blank’s Jewelers.” A 
model plane, a train and a ship em- 
phasize the travel idea. Watches are 
displayed on slender cylinders and in 


their own boxes on the window floor. 


Everybody is 
vacation minded 
these days, so fill 
your windows 
with timely 


aids for... 


Summer Travel » vena pron 


® VACATION DAYS are here again and, while clothes 
and luggage constitute the major purchases for 
the going-away group, the jeweler can offer acces- 
sories which will add to the pleasure and glamour 
of the trip. 

Even though the vacation is planned on a 
budget, this is one of the times when almost every- 
body is willing to spend a bit extra for something 
he really wants ...and fond relatives and friends 
frequently like to present bon-voyage gifts. Some- 
times a group may club together for a grander 
presentation. 

Midsummer windows on this vacation theme 
can be colorful and interesting—just the tonic 
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needed for this time of year. Get the cooperation 
of local travel bureaus in planning these dis- 
plays. They will be glad to supply posters and 
folders and other materials to add interest to your 
settings. 

Watches are important to feature in these win- 
dows . .. missed connections don’t make for a 
pleasant vacation. Traveling clocks, wallets, 
fitted cases, jewelry boxes, key cases and portable 
radios should all be shown. Jewelry and watch 
attachments for both men and women in good 
variety should be included. Everyone wants to 
look his most stylish best while on vacation. 

MORE SKETCHES ON PAGE 74 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
ee | | 


J “ee 


) Ee 


TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements. 
Attachments are also 


avatlable separately. 


551 Fifth Avenue, New York 17, N. Y. 
Phone—MUrray Hill 7-0457 - 8 


For prompt attention please address inquiries Dept. K-54 
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TIMELY AIDS FOR SUMMER TRAVEL (concluded from page 72) 


A world globe suggests “travel any- 
where” with accessories for enjoy- 


ment arranged on cardboard “clouds” 





suspended from the window ceiling 
and placed on the floor. Window floor 
and background might be blue for 
a sky effeet, with the clouds cut from 
heavy cardboard or beaver board and 
painted white or very pale pink. Puffs 
of spun glass would add to the cloud 
feeling. Cut-out or three-dimensional 
stars left over from Christmas trims 


could also be suspended from ceiling. 


The fashion whirl is illustrated in 
this idea for summer jewelry display. 
Cut-out silhouettes edge a flat circle 
placed on a turntable in the center 


of the window. Jewelry pieces are 


pinned to each figure, and additional 


pieces are shown on display pads on 
the turntable and on elevations at 
either side. Sheer curtains are held 
back with ropes of tiny flowers, and 
the same roping decorates the colamn 
in the center of the turntable. A copy 
scroll extends across the window back- 
ground. Fashion illustrations in the 
magazines will suggest silhouette 
forms for the figures, which can be 
cut from cardboard and stiffened with 
slender wood uprights. Each figure 
can be painted a different color, re- 


peating colors of the flower roping. 
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BAUMGOLD 


WITH EXCLUSIVE SALES 


CIRCLE OF LIGHT DIAMONDS wit 
polished, sparkling edge. 
JAGER BLUE DIAMONDS, 
brilliant Circle of Light edge- 
HEART SHAPE DIAMONDS and other FANCY SHAPES. 


FEATURES 
h the completely 


the world’s finest, with the 





directly from the 
thereby eliminating 
e of our vast 
eeds and 
cation. 
anges 


gold, you buy 
anufacturer, 

middleman. Becaus 
il your diamond n 
dless of your lo 
all shapes, price ° 


buy from Baum 
gest diamond m 
the diamond 
k, we can supply o 
t delivery regor 
are available in 
and more. 


When you 
world's lar 
the profit of 
diamond stoc 
give you promp 
Baumgold Diamonds 


and sizes, to 60 carats 


New York - 
Los Angele 
25 : To : 
ronto . atelaliaereL A "Ae lalas, 
uver © Londo 
n ° Antwer 
p 


Visit us at the N 
JM Show, R. 60 
oO h . 9 e 2A, Cc . 
seph Lipschutz and Maurice ee Chicago 
ance 


J 
Dallas Gi 
FOR JULY as Gift Show, 
acca w, R. 326, Baker Hotel, Joseph Lipschutz i 
in attendance 








There’s 
Profit in 
1 earring! 


Here’s how jewelers can build good will and in- 
crease sales by participating in a plan that oper- 
ates automatically. 


© THE DORSAY EARRING EXCHANGE replaces lost 
earrings. It is conducted by Marcelle Dorsay who 
offers one-to-a-city franchises to retailers. 

The Exchange works simply enough. Fran- 
chised dealers are issued advertising mats, a 
plaque, and customer registration forms. When 
the women learn of the service, they bring their 
single earrings to the dealer who, in turn, for- 
wards them to the Exchange. 

If within a six-month period, someone sends in 
an earring matching one already on file, the newly 
matched pair goes, free of charge, to the woman 
who registered first. 

If at the end of six months no matching earring 
turns up, the odd piece is sent to the occupational 
therapy department of a veteran’s hospital where 
it is used by patients making hobby items. 

According to Miss Dorsay, more than 185,000 
“orphan” earrings have been submitted since the 
Exchange was organized and a high percentage 
of them have been successfully matched. 

Since the completed sets are returned first to 
the dealer who submitted them, the customer has 
The veritable sea of earrings with which to come to his store to get them. In this way many 
new customers are brought in—and many of them 
Miss Dorsay is surrounded is actually only continue as patrons out of gratitude to the store 
i liinailias. sit Alin eetna es eases that has given them such a useful, free service. 
PE 3 How does Miss Dorsay manage to do all this at 

no profit? The operation is a come-on. 

The Exchange is set up for the purpose of intro- 
ducing women to the advantages of ‘“Ear- 
rinGrips,” little elastic pads which cover the 
pared panels to facilitate matching. screw heads of earrings and keep them from 

pinching or sliding off. 

With each pair of earrings matched and sent 
back to the owner, the Exchange sends a diplo- 
matic note suggesting that, had EarrinGrips been 
used in the first place, the original loss would not 
have occurred. 

Retailers interested in franchises in their areas 
can write to the Dorsay Earring Exchange at 2 
Columbus Circle, New York. ses 


Each item is tagged for ready identifica- 


tion, and all are mounted on specially pre- 
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A prominent jeweler 
says 


“there are no finer diamond rings available...” 


The first 
and still the finest 
of diamond rings 
that lock 
together! 


ACT NOW e 
Take advantage of aS 
Wed-Lok consumer ads appearing in ] | 


The Saturday Evening 
> 1T"E MANUFACTURING COMPANY 
} Os 3 114 Geary Street 
San Francisco 8, California 


Write for full 
information 





Anyone can take an order from a customer who 
is already sold on the merchandise. It takes a 
salesman to sell the person who first says no. 


Selling begins with No! 


© MOST CUSTOMERS have a “built-in” No. Some- 
times it is expressed and sometimes only implied. 
If the salesman is clever enough, he’ll keep it 
from being expressed, but he can’t always do this. 
When the No does come out, here are some ways 
to combat it that have been found to work. 

Completely ignore the No. If you dwell upon it, 
the negation is kept alive. If you ignore it, the 
thinking of the customer can be steered to other 
points—“Oh yes, here’s just one other thing about 
this item .. .” 

Use a “turn line.” Agree momentarily with the 
customer. “I’d say no, too, madam, if I hadn’t 
heard about these new features.”’ The prospect’s 
curiosity is aroused, and if the presentation is 
made skillfully, she forgets her objection. 

Use testimonials. “I’m sure you'll change your 
mind when I tell you about experiences customers 
have had with this item.” If the testimony is that 
of someone the customer knows or has heard 
about, so much the better, but even general state- 
ments concerning good results have value. If 
others have purchased it and liked it, maybe it’s 
worth while after all. 

Discuss the unique feature. “I know you’re 
very busy, Mrs. Jones, but if you’ll give me just a 
moment or two, I can show you something very 
surprising about this item.” Nearly everyone 
likes to be surprised. To promise the customer a 
surprise usually gives the salesman a_ second 
chance to sell her. 

Get the merchandise into her hands. This is 
always of primary importance. However, some 
salesmen, believing that at least one Ne is sure to 
come, don’t let the customer handle the item until 
after the first refusal. Then, they feel, their 
chances of making {'~ sale are doubled. @ @ @ 
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Confidence can never be bought. It must always be 
earned — usually over a long period of ‘ait: The 
unique confidence of your wholesaler in Tessler & 
Weiss mountings is a direct result of superior quality, 


styling and saleability. 


Your wholesaler and only your 
wholesaler can offer you... 


Tessler & Weiss mountings! 
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Tessler & Weiss we 
2389 Vaux Hall Road, Union, New Jersey 





Switch Selling 


Pre-sold customers are hard to switch... you 
must “unsell” and then “resell” . . . double selling 
for you 


© TODAY’S CUSTOMER IS OFTEN PRE-SOLD. He has 
read national advertising .. . he has talked to his 
friends ... he is ready to buy some specific style 
in some specific brand when he enters your store. 
He provides you with a “ready-made” sale that 
is easily closed. 

Unless you have to switch sell—that is, sell him 
something other than what he has asked for. This 
is a double selling job because you must “unsell” 
him on his first request and then “resell’’ on the 
switch merchandise. 

Here are some rules used by successful jewelry 
salesmen in handling switch selling: 


1. Use only when needed. 


The odds against closing a switch sale are too 
great to justify the attempt if it’s not necessary. 
But sometimes it is necessary when you are out 
of stock of the requested merchandise or when 
the line is exclusive with a competitor. In these 
two cases your only chance of making the sale 
is by using switch-selling strategy. 

Out-of-stock problems arise even with a well 
planned stock-control system. Customer demand 
cannot be anticipated with 100 per cent accuracy. 
Care should be exercised in handling a switch, 
however, because it may cause future sales to be 
lost when your store’s stock is complete. 

When your customer requests a line that is an 
exclusive with another store, you have a different 
problem. If he refuses to consider any item other 
than the one he has asked for, you’re not likely 
to get him for a future customer. On the other 
hand, if you can switch him to one of your ex- 
clusive lines, you may have a steady customer for 
years to come. 


2. Don’t Knock. 


If you cast aspersions on the merchandise your 
customer requests, you are in danger of antago- 
nizing him. You slander his judgment and lose 
both sale and customer. 

Knocking indicates a weakness in you or in the 
merchandise you suggest, and will cause your cus- 
tomer to develop doubts about buying. Knocking 
isn’t selling, it’s likely to boomerang. 


3. Discover real wants. 
Your customer asks for a specific brand of 
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watch, silverware or jewelry because it satisfies 
a want; he believes it has some special qualities 
that will benefit him. 

So try to find out what these qualities are. Per- 
haps he wants economy or appearance or dura- 
bility. He asks for a specific brand or model be- 
cause he believes it will give him that. 

Ask him why he prefers the requested brand. 
Show him a substitute. Watch his reactions and 
listen to his comments. 


4. Compare favorable features. 


When you know what he really wants, you can 
point out how your item delivers those benefits. 
For instance, if he says he wants a watch that 
will last a long time, you point out the long- 
wearing qualities of the watch you are showing 
him. A little study of your stock will reveal many 
points that compare favorably with rival items. 
As you match benefit for benefit, he may switch 
to your suggestion. 


5. Highlight your exclusive points. 


Almost all merchandise has some exclusive fea- 
ture, something that is just a little different. 
Switch - selling strategy calls for emphasizing 
these exclusive points. After you have compared 
all the features that can be compared, bring out 
your exclusive point—your “something extra.” 
Your customer will reason that what you are sell- 
ing has all he has asked for plus this exclusive 
feature. 

But remember—highlight your exclusive point 
after making favorable comparisons. 


6. Don’t say “just as good.” 


Some salesmen in making a comparison use the 
expression “just as good.” This throws doubt 
into the customer’s mind or casts a reflection on 
his judgment. Moreover, it keeps the “‘asked-for”’ 
item in his mind. By eliminating “‘just as good” 
from your sales vocabulary, you will keep his 
attention on what you are selling. 


7. Beware of “bait” selling. 

Bait selling and switch selling are considered 
the same by some people. Bait selling is advertis- 
ing one item as a leader and then trying to switch 
the customer to something else. Often the adver- 
tised item is available only in limited quantities 
and the main purpose is to sell the other item. 
Customers are aware of bait-selling tactics and 
resent them. 

Switch selling, on the other hand, is an ethical 
effort to serve the customer with the available 
stock in the store. It is appreciated by the cus- 
tomer because it saves him shopping time. And 


it helps to hold him as a future customer. 
by H. E. Carroll 
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SHOW TIME IS YOUR TIME TO SCHEDULE A— 








sensational new 












Imperial promotion! 



























New profit - producing Imperial We cordially invite you to 


Cultured Pearl promotions—new SEE THE IMPERIAL 
fabulous cultured pearl show ‘ DISPLAY AT THESE 
JEWELRY SHOWS 


pieces added to our collection for : 


store displays—new outstanding ° July 21-24 Southern Jewelry Show 


Atianta, Georgia 


values and new breath-taking Henry Grady Hotel—Room #49 


z A July 21-26 California Jewelry Show 
fashions in Imperial Cultured Pear! Los Angeles, California 
° Ambassador Hotel—Room 522 
creations. They will all be there dil Sadie 3 ales Daniiay tet 
e Chicago, Iilinois 
for you to see at the Jewelry Conrad Hilton Hotel— 
Booths 90-107 
Shows this summer. Whichever Angee |1-16  Amio=ttew York Teds Show 
New York City 
Jewelry Show you attend, make ° Waldorf-Astoria Hotel— 
Booths 39-40 
your first stop the Imperial Dis- ° August 25-27 éth Annual Pittsburgh Jewelry 
Fair 
play. See the merchandise and Pittsburgh, “Pennsylvania 
° Penn-Sheraton—Rooms 452-454 
the promotions that can make this September 1-5 Allied Gift & Jewelry Show 
e Dalias, Texas 
your most profitable fall season. Adolphus Hotel— 
Rcoms 1033-34 


IMPERIAL PEARL SYNDICATE, INC. 


New York Chicago Detroit Los Angeles Tokyo 
607 Fifth Ave 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theatre Bidg. Shinjuka, Ku 
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Summing Up Synthetics—and Gold Rings (above) 


i. From Byard F. Brogan, Philadelphia, star for $110, and star and diam »nds for $220. 2. “Jewel Flower” ring from the Samsan Co., Providence, 
for $35. 3. Prong-set gem stone in yellow-gold mounting for $35, from A ‘me Ring Mfg. Co., Newark. 4. Man’s birthstone ring in 10k from Falcon 
Stone Ring, New York, for $31. 5. Alexandrite in 10K for $42 by Star R ng Mfg. Co., Buffalo. 6. Teen-age birthstone ring for $11.50 in 10K from 
Paul C. Alberts, Newark. 7. Black stars from F. & F. Felger, Inc., Newa ‘k, for $250 and $200. 8. Lady’s Eastern Star for $42, and man’s Masonic 
ring for $64 from Wefferling, Berry & Co., Newark. 9. Aquamarine and sapphire in asymmetric mounting by J. J. White Mfg. Co., Providence, for 
$32.25. 10. Linde star in mounting with satin-finished center by A. Jaff: & Sons, New York. 11. Adjustable ring with nickel interlining by A. 
Micallef & Co., Providence, from $5. 12. “His-n-Her” set of birthstone r ngs by David Sarkin, New York, for $52.50 the set. 13. Man’s blue sap- 
phire from Kritzer, Stern & Kritzer, New York, for $75. 14. Birthstone and zircon ring by Plainville Stock Co., Plainville, Mass., for $16.50. 


Criteria for Cultured—and Collegiates (at right) 


1. Five pearls in simple mounting for $31.50 from Byard F. Brogan, Philadelphia. 2. “Collegiate” in 10K gold from College 
Seal & Crest Co., Cambridge, Mass. 3. Birthstrone charm rings from H. Hailparn & Co., New York. 4. Dome-Shaped pearl- 
and-diamond ring from Honora Jewelry, New York, for $850. 5. Twin-pearl and spinel ring from Falcon Ring Mfg. Co., 
New York, for $35. 6. Emerald-and-diamond ring from Ipekd jian, Inc., New York. 7. Religious-motif rings from Barrasso 
& Blasi, Newark, from $14.25. 8. Pearls, diamonds and rubie s in rings and earrings by Imperial Pear] Syndicate, New York. 














yaa ———— ™ — 


The Revival 
of Romance 


in Rings by Jerry Gewirtz 


JC-K’s Fashion Consultant 


@ Ruby and sapphire synthetics comple- 
ment Fall’s red and blue fabric trends. 

@ High, dome-shaped rings harmonize with 
the new textured materials. 

@ The cluster returns with romanticism. 
@ Simple mountings gain popularity. 

@ Elegant conservatism is the trend. 

@ Stone-set rings come matched to cuff 
links and brooches. 

@ Larger single stones are appearing in 
all price lines. 

@ New and odd cuts are making their 
debut in synthetics. 

@ Synthetic ruby, blue spinel will be most 
popular in college rings. 


The Ring Guild of America un- 
dersecores a new ring-wearing 
concept. The June issue of 
Glamour shows this foursome of 
antique rings and, in a copy- 
righted article, says: “The tip- 
off on rings: wear them in clus- 
ters.”” The tip-off on more sales: 


show them as matchmates! 





® THE REBIRTH OF ROMANCE in ring styling comes 
at the right time. Color and texture in ready-to- 
wear need suitable accessories to bring out the 
elegance of ’57 styles. 

Early sales forecasts indicate that rings are 
not only the dream babies of stylists and fashion 
editors. Consumers have already shown a prefer- 
ence for the kind of ring designs we discussed 


last month. 


New synthetics and cultured-pearl rings are 
selling when they are shown in the up-to-date 
fashion frame of reference. New cuts, such as the 
hexagonals and triangulars, are winning sales. 
The large single birthstone in the classic round 
and emerald cuts that were so popular in the mid- 


forties has staged a comeback. The dome in karat 


gold, frequently topped with a cultured pear! and 


often with other colored stones, is gaining popu- 


larity. See 





because so 
many more 


0YS 
and 
GIRLS 


Photos from Keepsake’s Fal] 1957 National Advertisements 


are becoming 


ig profit potential is in diamond rings. 





A. H. POND CO., INC. 
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To help you sell, 
KEEPSAKE tells... 


EVERYONE, in 









—and for Fall 1957 
you can make more profits 
with Keepsake because... 













_- ONLY KEEPSAKE HAS 
ALL THESE ADVANTAGES 


e NATIONAL ADVERTISING—biggest in its field and 
“localized” by dealer listings in Yellow Pages 
of phone book and by coupon in all ads. 

















OUTSTANDING DEALER AlDS—motion window dis- 
plays, full-color display cards, hard-selling 
newspaper mats, dramatic movie playlets, 
radio and TV spots, attractive neon sign, in- 
formative consumer literature, interior show- 
case displays. 











PERFECT DIAMOND QUALITY—the big difference 
for easier sales and profitabie trading-up. 






BEAUTIFUL STYLING—in every price range, by 
America’s foremost ring designers. 












CUSTOMER BENEFITS—Guarantee Certificate—In- 
surance Against Loss—Exchange Privilege— 
Good Housekeeping Seal. 











All jewelers sell diamond rings 





- progressive jewelers sell... 


DIAMOND RINGS 











America’s Largest Selling Diamond Rings 
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120 E. WASHINGTON ST. SYRACUSE 2, N. Y. 


1957 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


These graceful 
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designs for 
brooches can 
be used either 
with or without 


the pearls. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece 
of custom-made jewelry is the sketch, which 
serves to define the wishes and needs of the pro- 
spective purchaser and the recipient. To assist in 
the development of such sketches—and business— 
JC-K presents each month, these plates, which 
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can be cut out and assembled in a folder. This col- 
lection of material should be kept handy for con- 
sultations with any special-order prospect. With 
these, the jeweler can quickly determine the kind 
of piece and the type of design which will appeal 
to the customer. 
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RECONSTRUCTION, etc. (trom page 70) 
started. In a closed container it would probably 


be possible to cool it in a way that would let it 
recrystallize into a crystalline mass, even a single 
crystal. In this way we might “reconstruct” a 
pound of granulated sugar into a one-pound 
sucrose crystal.) 

“Reconstruction” is an abused term that has 
lost all its meaning to the jeweler, but it is com- 
pletely descriptive of one of the processes now in 
use for the production of single crystals. It was 
originally applied to the process of ruby manu- 
facture purportedly used by Verneuil, the sinter- 
ing together of small, natural ruby fragments 
into a single mass. Recent experiments by Eppler 
have shown this to be possible only when the 
fragments are introduced, one by one, into the 
growing boule, with a pair of forceps. Obviously, 
not many rubies were ever “reconstructed,” and 
the term is erroneous and misleading when ap- 
plied to the common synthetics. 

On the other hand, minerals that simply melt 
into a liquid of the same composition (this is 
called congruent melting) at relatively low tem- 
peratures, are “reconstructed.” This is an ex- 
cellent commercial method of producing single 
crystals. Rock salt and fluorite have a number 
of valuable optical properties, yet neither can be 





found in nature in adequate quantities of high 
quality. Illinois miners used to collect and boot- 
leg optical fluorite, but for a number of years 
both of these minerals and an array of other 
compounds that have not been found in nature, 
like lithium fluoride and potassium bromide 
(which also melt and crystallize simply), have 
been supplied by a concern in Ohio (The Harshaw 
Chemical Co.). Their process is one of the newer 
ones that have come to the fore in recent years, 
intensifying our need for the long-sought ex- 
panded vocabularly. 

Fortunately, our language is constantly grow- 
ing. The word crystal, for example, has been 
broadened by usage into something quite different 
from the old mineralogical definition with its 
emphasis on external shape. Synthetic, as we 
have seen, is quite different in the jeweler’s usage 
from the definition we read in the dictionary. 
Perhaps cultured and cultivated should be given 
more work to do, so that they will have a broader 
usefulness than is now granted by some people. 
If these words are good words, since they have 
been foisted on the trade as substitutes for other 
terms, they may be very useful, but should hardly 
be wrapped in sanctity as some people seem to 
feel. 2 me 
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We have re | lareec stock of Madateitt: Stones, 
mounted and unmounted from which to make 
your Tatia diets? let us rete) ola vi a with you on. 


your special calls 


We are always interested in purchasing estates —or 
jewels which your customers submit to you for sale 


JEROME RICHHEIMER 


608 Filth Avenue 
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Niew York 20, N. Y. 


Phone Circle 5-5673 








NJA CONVENTION (from page 58) 

Incorporating directors of the Retail Jewelers 
of America (drawn equally from the two present 
associations) will have met on July 29, the pre- 
vious day, to elect the first set of officers for the 
consolidation. 

Thus, not only officers of NJA and ANRJA but 
also leaders of the new, united organization will 
be on the dais, when “Association Day” proceed- 
ings start at 10 o’clock in the morning. General 
discussions will promote good will and under- 
standing for the merger, which will probably be- 
come effective before Oct. 1. 

“Association Day” delegates and their wives 
will be luncheon guests of NJA and ANRJA. That 
afternoon, presidents, secretaries and executive 
secretaries of regional, state and local associa- 
tions will hold a private meeting. The program 
will be led by Clarence Moses, managing director 
of the Ohio RJA; Ben W. Heald, executive secre- 
tary of the Wisconsin RJA; Charles H. Barker, 
executive secretary of the Iilinois RJA; Lee Isen- 
berg, executive secretary of the Connecticut RJA; 
J. Francis Thibault, secretary of the New York 
State RJA; and Theodore R. Barrows, secretary- 
treasurer of the Vermont RJA. 

The Watchmakers of Switzerland will enter- 


tain all “Association Day” participants at a re- 
ception that evening, after which trade associa- 


tion representatives and their wives will be guests 
of ANRJA and NJA at “A Night in Paris.” 


THE CONVENTION WILL START Sunday night, 
July 28, with a review of the jewelry tax situa- 
tion by members of the Jewelry Industry Tax 
Committee and a preview of “Operation Cherub 
—1957” by Sol Blickman of the Jewelry Industry 
Council and representatives of Look magazine. 

A forum on “Credits, Collections and Carrying 
Charges,”’ moderated by Jay C. Lighterman, will 
feature the session of Monday morning, July 29. 
Jewelers’ queries about any of these “four C’s” 
will be answered by four expert panelists: B. N. 
Burnstine, of the Jewelry Industry Tax Commit- 
tee, who was a credit jeweler for many years; 
Ben H. Natchez, of Bulova Watch Co.; Rudolph 
Bopp, chief of the Excise Tax Branch of the In- 
ternal Revenue Service; and William Wagner, 
executive secretary of NJA. 

Dr. Frederick H. Pough, JC-K’s gem consul- 
tant, will describe the scientific production of 
emeralds during an illustrated lecture on cultured 
and synthetic stones. 


THE JEWELRY SHOW, with more than 170 ex- 
hibitors displaying fall and Christmas merchan- 
dise in two air-conditioned halls and elsewhere 
in the Conrad Hilton Hotel, will open on Sunday, 


























Originally established 1866 


Kahn~ Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone: CIrcle 5-4313 
22/34 Holborn Viaduct, London 
Cable Address: “Redlace’’ New York 
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July 28, and close on Thursday, Aug. 1. 

Last year more than 4000 jewelry store buyers 
were attracted to this Fair. The 1957 attendance 
is expected to top that figure. 

Visitors who have sweltered during other sum- 
mertime trips to Chicago will be glad to know 
that plenty of air-conditioned sleeping rooms will 
be available to jewelers registering at the Conrad 
Hilton Hotel. The world’s largest hostelry will 
have installed $3 million worth of air-condition- 
ing in time for the convention and show. 8 & & 


Costume Jewelry Highlighted 
By “Sawtooth” Display Cases 


During a recent remodeling at Holiday Jewelers, 
Boulder, Colo, Edward Timbel, owner of the store, 
thought of a novel display arrangement for his 
costume jewelry lines. 

He had four plywood cases built, each slanting 
at a slight angle instead of being perfectly hori- 
zontal and perpendicular. He then arranged the 
four cases so that they were angled out from the 
wall successively, giving a modified “sawtooth” 
effect (see accompanying photo) which is a real 
“eye-catcher.” 

The first two cases have been devoted to higher 
priced costume jewelry, the third contains rings 





and the fourth houses men’s jewelry and gifts. 
The arrangement is such that all merchandise in 
the first three cases is readily visible from the 
entrance way, and it requires only a few steps 
into the store to obtain a clear view of the fourth 
case as well. 

The jewelry is ranged on colorful satin back- 
grounds, and deliberately assorted to point up the 
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contrasts between necklaces, brooches, lavalieres 
and other items. 

The new arrangement, Mr. Trimbel reports, has 
been notably successful. Since its inception, more 
than twice as many shoppers consistently stop 
to look over the displays, and sales of costume 
jewelry at Holiday have grown in a most satis- 
factory manner. 
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Siar King STYLE AND QUALITY 


i I | \ | MANUFACTURING 
4 A : COMPANY, INC. 


MAKERS OF FINE RINGS SINCE... 


887 MAIN ST. 
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An exquisite Ring by STAR — 
Symbolic of many wonderful 
things — young love, romance 
— ageless devotion. 


An ideal Gift by STAR — For 
birthdays, anniversaries, holi- 
days and any time where a 
thoughtful expression of affec- 
tion is desired. 


Write for colorfully 
illustrated circular. 
Please give your 


Tele)-) tat Male lal: 


1919 
BUFFALO 3, N_Y. 











The most successful bridal promotion in 
the history of the Albert S. Samuels Co. of 
San Francisco culminated on June 2, when 
13 couples were married in a single cere- 
mony. 

Celebrating his 50th wedding anniversary 
this year, Albert S. Samuels, Sr., learned of 
a couple who wished to be married on June 
2 but could not find accommodations in 
their church for that day. His attempt to 
help that couple pyramided into what was 
perhaps the largest group ceremony ever 
staged in the United States. 

You may have read about it in your news- 
papers. You may have heard the story on 
your radio. Or seen it on TV. But JEWELERS’ 
CIRCULAR-KEYSTONE thought that Mr. Sam- 
uels’ own account would have special in- 
terest to other jewelers. Here it is.—Editor. 





Samuels & Co. of San Francisco, 


of nation-wide publicity, plus the 


e AS FAR BACK AS LAST AUGUST we mapped out 
plans for a 1957 diamond promotion to be initi- 
ated immediately after Christmas. We emphati- 
cally did not want a high-pressure “gimmick” 
campaign. We wanted a straight-thinking pro- 
gram that would increase our ring business, build 
permanent good will and establish us as a mecca 
for brides and grooms. 

Our plan evolved from the simple idea that if 
we could contact engaged couples before they 
formalized their plans, then we could concentrate 
our advertising-and-selling effort on an untouched 
captive market, rather than scatter our advertis- 
ing dollars like buckshot on the general public. 

Accordingly, our program was designed to ac- 
complish three specific goals: (1) To offer a com- 
pelling reason for prospective brides and grooms 
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When 13 couples said, “I do” 





by Albert S. Samuels, Sr. 


sponsor of the mass ceremony, won mountains 


friendship of hundreds of other brides-to-be 





to come to our stores; (2) to develop a follow-up 
system that would keep them coming back; (3) 
to give our sales staff sufficient ammunition to 
convert this traffic into dollar volume. 

On Jan. 1, 1957, we announced a three-month 
$1,000 contest for “brides-to-be.” No purchase 
was necessary to enter. The awards offered were 
in cash because we felt that cash had greater ap- 
peal than merchandise. All that an entrant had 
to do was to appear in our store and sign an entry 
blank which gave us (1) the name and address of 
both bride-to-be and groom-to-be: and (2) the 
month in which they planned to marry. 

By March 31, 1957, 847 brides-to-be had regis- 
tered. By checking telephone books, in addition 
to the names given, we were able to build our list 
to include the names of 1102 parents of future 
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Far left. As ring bearer, demure 10-year-old 
Judy Farris had her arms full. Here she carries 
a whole trayful of rings down the aisle at the 
Fairmont Hotel. Besides 13 for the brides, there 
were several for the bridegrooms. 


Center. Though cameras clicked and thousands 
watched, the wedding was not without solemnity. 
Here the 26 brides and grooms kneel to recite 
the Lord’s Prayer in unison. Photographers for 
lafe magazine are on platform. 


Left. “I now pronounce you man and wife.” The 
Rev. F. H. Busher, of Calvary Methodist Church, 
has given his final blessing, and the 13 brides 
and 13 grooms turn to each other simultaneously 
to exchange as many kisses. 


newlyweds. It was like finding uranium. Of 
course, as quickly as names came in, out went our 
diamond and gift literature to all parties con- 
cerned. 


TO BRING THE PROSPECT BACK a second time, we 
sent each bride-to-be a letter inviting her to come 
in for a free copy of the Spring issue of Modern 
Bride. We enjoyed a 67 per cent closure on this 
offer, meaning that our sales staff made contact 
with 847 brides-to-be once, and with 67 per cent 
of them a second time. 

As the contest progressed, plans moved ahead 
on our June Bridal Ball. Each couple whose 
entry indicated they would marry in May or later 
received a letter advising that on June 2 we would 


perform a multiple wedding ceremony, without 
PLEASE TURN PAGE 
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George Christopher, as Mayor of San Fran- 
cisco, acted as “father of the brides.” This 
picture, snapped shortly before he “gave 
them away,” will be treasured in 13 mem- 
ory books. 


CONTINUED FROM PRECEDING PAGE 


expense to them, and inviting them to participate. 
Newspaper advertisements also appeared reading, 
“You furnish the groom and we’ll furnish the 
wedding.” 

By the time the “Bride-to-Be” contest ended on 
March 31, the second phase of the overall pro- 
gram was well under way. 


NOW CAME THE TASK—usually a sad one—of 
informing 842 contestants that they had not won. 
But instead of disgruntled contestants, we main- 
tained the momentum of good will by the simple 
expedient of tucking an invitation for two to our 
June Bridal Ball in with every letter announcing 
the names of the five winners in the contest. 

Our basic plan for the June Bridal Ball was to 
marry 18 couples in unison, and follow the cere- 
mony with a dance which would serve as a recep- 
tion and also attract other prospects. Mayor 
Christopher of San Francisco agreed to “give the 
brides away.” Alert business men, sensing the 
impact of this event, volunteered free gifts for 
the bridal couples. Among the gifts offered were 
$1000 worth of “going-away” dress by Eleanor 
Green of California, 18 Seth Thomas kitchen 
clocks, 18 services for eight by Community, 18 
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wedding cakes by Helwig’s bakery chain, five 
honeymoon rooms at Carmel Valley Inn and 
Tahoe Tavern, bridal watches by Tissot and a 
40-piece sterling service by Towle. 

To insure capacity for 2000 persons, two large 
ballrooms were reserved in the Fairmont Hotel. 
A 10-piece orchestra was engaged. Don Sher- 
wood, an entertainer with a fantastic following, 
agreed to serve as master of ceremonies, and a 
floor show of other guest stars was rounded up. 

As newspaper publicity progressed, projecting 
this event to more than a million residents of the 
area, our advertisements intermittently appeared 
inviting “any man or woman who planned to be 
engaged or married in 1957” to come to our stores 
for free tickets. This, of course, enabled us to 
accumulate another fertile list of prospects. 


ON THE NIGHT OF JUNE 2, after a preliminary 
dress rehearsal two hours before, the ceremony 
began at 9 P.M. with full coverage by the wire 
services, papers, radio stations and Life maga- 
zine. 

A new song, This Is Forever, was sung first; 
it was written specially for the event by Victor 

PLEASE TURN TO PAGE 94 
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Design 
Magic 


makes this 10K yellow 











gold ring look so much more 
expensive than it really is 

— a typical Church & Company 
value,in all the usual 

genuine and synthetic stones. 


| CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 
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K. MIKIMOTO & CO. LTD. 


2 WEST 46th ST., N. YY. C. 36, N. Y. 
JUDSON 6 6992-3 





Now Mr. Mayor kisses all the brides. It 
was his official duty, of course, to kiss all 
13 brides after the ceremony. But Mayor 
Christopher seems to be enjoying his chore. 


WHEN 13 COUPLES SAID "| DO" (concluded from page 92) 


Herbert Fitch and Frank P. Agnost. 

The Wedding March followed; and _ brides- 
maids, in pink, green and blue gowns, proceeded 
down the aisle to the altar where they were re- 
ceived by Mayor Christopher and the Rev. Fred- 
eric Hewes Busher, minister of the Calvary 
Methodist Church. 

To create the effect of “union for two,” the 
name of one groom was called softly over the 
speaker system. This groom appeared in a spot- 
light at the head of the aisle where he met his 
bride-to-be, resplendent in white. Thence they 
proceeded together down the aisle to the altar 
which was decked with flowers and a floral cross. 

This procedure was repeated until all couples 
stood fanned out in a semicircle around the 
minister. Although most couples required double- 
ring ceremonies, thanks to careful advance plan- 
ning, the simultaneous “I do’s” came off without 
a hitch. 

Originally, as I said, we had expected 18 
couples to be married. Actually, the final count 
was 13. Two couples eloped, two postponed, and 
one groom changed his mind. 


TWO OF THE 13 BRIDES were sisters and one was 
a 50-year-old woman who married a 51-year-old 
man. It was his third marriage, and his first 
wife sat in the audience, waving encouragement. 

Following the multiple ceremony, representa- 
tives of each firm donating gifts made personal 
presentations to the bridal couples, who then re- 
tired to their respective tables to enjoy their wed- 
ding cakes with their special guests. 
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One dewy-eyed mother came up to us about this 
time and said, “Thanks for giving my daughter 
such a beautiful wedding.” 

After dancing, we presented a floor show fea- 
turing the Andrew Sisters and then there was 
more dancing until 1 o’clock in the morning. 

Officially, this ball concluded our five-month 
diamond program, but the campaign will continue 
for we have accumulated hundreds of new names 
and valuable information which will enable us to 
contact these prospects now for diamond buying 
and perennially for anniversary and birthday 
gifts. This new phase of the program is already 
in operation. 


SUMMING UP, we have attained our three pro- 
jected goals, and have enjoyed a tremendous 
amount of written and word-of-mouth publicity. 

As for actual increase in sales volumes, in 
April of 1957 our wedding-ring dollar volume in- 
creased 100 per cent over April of 1956. Our in- 
crease in wedding-ring units sold for April was 
50 per cent, which means that our average sale 
was twice as large as the previous year. 

Here are the figures for the first five months of 
1957 as against 1956: 53 per cent increase in wed- 
ding-ring dollar volume; 27 per cent increase in 
wedding-ring units sold; plus a healthy increase 
in diamond engagement rings, watches and all 
other categories. 

We look forward to the greatest June in our 
history and anticipate that overtones from our 
five-month effort will be reflected substantially in 
sales througout the year. woe 
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Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds, Catseyes 
Loose or in Platinum Diamond 
Mountings of Exclusive Design . . . 
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Over 35 Years of Service to the 
Leading Jewelers of the Nation 




























CROSSES 


Symbols of faith... 
beautiful 14K yellow 
gold crosses, finished 

in black enamel, 

black onyx, or half- 
pearls. These are only 
a small part of our 
large selection of 
crosses, lodge and 
fraternal] jewelry. 





See our Exhibit at Booth +76 
NRJA Convention 














THE NAME THAT MEANS 


Werreriinc Berry 2 co.| Fn Cmblomatic Jewelry 


8 ROSE STREET, NEW 


MEn™”MBER AMERICAN coEM so cierTy 
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LETIERS... 


“DEALS” & MR. DOE: It is becoming quite 
popular for most people in the jewelry 
industry to become self-appointed Doctors 
of Internal Medicine in an effort to diag- 
nose the ills of our industry. I would like 
to climb on the band wagon, and point out 
a facet of the problem which is not, in my 
opinion, receiving adequate consideration. 

In the rush of these highly competi- 
tive, and high-pressure times, there is one 
person being forgotten, and that is “Mr. 
Human Being.” There is far too much 
consideration being given to products, 
prices and deals. There is not enough 
consideration being given to the fact that 
no branch of the jewelry industry sells 
merchandise—we all sell people. The re- 
tailer probably realizes this a little more 
than the wholesaler or manufacturer, be- 
cause of his direct contact with the gen- 
eral public. The retailer, however, in too 
many cases has been swept into this the- 
ory of automatic merchandise distribution 
by the suppliers. Most retailers have done 
very little, and can do very little to fight 
this trend, unless their suppliers set the 
example and lead the way. 

Generally speaking, we are being con- 
tacted today by supplier-salesmen who are 








. from the | not mature enough to be interested in our 


problems. They are only interested in 


Diamond (utters Wheel selling their wares, and in most cases, do 


not realize that we are not interested in 


| their wares, as such, but only in their 
to you eee | wares as a solution to our constant prob- 
lem of satisfying the personal needs of 
= Finest cut diamonds in a complete Mr. and Mrs. John Doe. We are not in- 
i terested in their deals, as such, but only 

range of qualities at lowest market in their deals which appeal to the current 
prices. | personal needs of Mr. and Mrs. John Doe. 
I realize full well the difficulty in secur- 
@ Same day shipment of memo re- | ing good, mature sales people. However, I 
| cannot excuse the management of those 

firms who make no attempt to compen- 
sate for the immaturity of their sales 


LropE VAN BERKEN | people. That compensation can only occur 


through personal contact with their cus- 

Di AMOND COMP ANY | tomers. The top managements of too 

| many firms in our industry have attempt- 

| ed to plan their selling program solely on 

15 W. 47th Street, New York 36, N. Y. the basis of second-hand information 

| from their own immature sales people, 

Circle 6-4080 and their advertising and public relations 
counsellors. 

There was a time when top executives 

in the supply end of our industry re- 


quests: call, wire or write. 


Oldest name in diamond cutting 


We also recut old mine and chipped diamonds. 





Estimates by return mail. 
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ligiously visited a cross-section of retailers 
throughout the country. Generally speak- 
ing, this is no longer the practice. Many 
of these suppliers are being operated to- 
day by a team of “professional managers” 
—well schooled in the text book concept 
of merchandise distribution, but totally 
lacking in personal knowledge, and con- 
tact. It would seem obvious that they 
would try to compensate for their own 
lack of well rounded experience by visit- 
ing retail stores regularly; however, the 
obvious has not taken place. 

If we are to knit the jewelry industry 
closer together, then we must use the only 
knitting yarn possible—the yarn of per- 
sonal interest, and personal contact. Our 
suppliers should_re-examine their sense of 
values with the ultimate goal of selling 
retail jewelry people, who in turn will sell 
Mr. and Mrs. John Doe. 

SOL BLICKMAN, PRESIDENT 
INDIANAPOLIS ROGERS JEWELERS 


PAINTERS BETTER PAID?: A recent headline 
in the local paper said, “Pay Boost Ends 
Painters’ Strike,” and the text went on to 
say: “They will receive a $2-a-day in- 
crease, bringing their eight-hour work 
day wage to $21.” 

When will the jewelers see the light and 
organize, so that watchmakers, jewelers 
and engravers will compare with paint- 
ers? I find the average retailer afraid to 
eharge for services—and this holds the 
trade shop down. 

W. T. BRENNAN 
SCRANTON, PA. BRENNAN & BAISDEN 


JEWELER’S REWARD: In your April edi- 
torial you gave what I think was the 
finest stated reason we are in business to- 
day. Sure, our business may not look as 
attractive or profitable as some other busi- 
nesses, but the satisfaction of making 
someone happy is, in itself, a payment and 
an enriching experience. 

My intentions were to clip that edi- 
torial and save it to look at whenever 1 
needed to raise my spirits, but somehow 
that copy of JC-K was lost—and how I 
miss it! Could you possibly send me an- 
other copy of the editorial? 

K. M. GARRISON 
SHEBOYGAN, WIS. IMIG & CO. 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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the Champ 


IN CHICAGO 
BOOTH #49 










IN NEW YORK 
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the Gemolite 


TRADEMARK 


SELLS DIAMONDS BY INCREASING... 
customer confidance, customer 
satisfaction, store prestige. 


Show your customer why one diamond is more 
valuable than another. Nothing builds confidence 
faster. The three dimensional view with erect 
image and superb illumination makes it simple 
to show either loose or mounted goods. “A 
Gemolite sale is a closed sale?’ 


Manufactured and sold by 





GEMOLOGICAL INSTITUTE OF AMERICA 
Instrument Division 

11946 SAN VICENTE BOULEVARD 

LOS ANGELES 49, CALIFORNIA 
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Elgin 


A “DuraPower Mainspring’’ for the human heart! 


The miracle metal Elgiloy is partly re- 
sponsible for the survival of a 35-year-old 
Detroit housewife. A year ago she was 
bedridden with an enlarged heart due to 
a leaky mitral valve. Doctors inserted 
a spring made of Elgiloy—unbreakable, 
rustproof, anti-set mainspring metal — 
and today she’s back to housework, her 
heart near normal size (see X-ray). 

The operation culminated 3% years of 
animal experimentation. Elgiloy was the 


only metal the research group at Wayne 
University (with cooperation of Michigan 
Heart Association) could find which has 
the needed spring properties and is com- 
patible with human tissue. In a weakened 
“flapper” valve, it is soon covered with 
healthy tissues, provides artificial 
“‘muscle”’ for a lifetime. 

Elgiloy is only one result of Elgin 
metallurgical research to make Elgin 
watches better and better, year after year. 


Py; arepror ay 


Size of heart before Elgiloy heart spring 
was inserted is indicated by dotted lines. 
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What’s a complete , 
METALLURGICAL LAB ) 





doing ina 


WATCH FACTORY? 








among the most exacting in U.S. industry 


—and our lab sees to it they’re met, so you can buy and 


sell Eigin watches with supreme confidence! 


A watch is primarily a creation of metals. 
Shining gold, sturdy steel, easily-worked 
brass and special alloys go into even the 
tiniest timepiece, and how they act there 
is vitally important. You have only to con- 
sult your own experience, or look into an 
elementary physics book, to see that all 
these metals react differently to heat, cold, 
moisture, magnetism and corrosion. So that 
“‘know-how”’ in putting them together in a 
working mechanism is essential. Especially 
if one’s aim is the accuracy expected of a 
truly fine timepiece like an Elgin watch! 


ELGIN knows metals! Long experience, ex- 
tensive research and a team of top metal- 
lurgical talent are your guarantee that the 
metals in Elgin watches perform as they 
should. Elgin is constantly looking for im- 
provements in this performance. And our 
complete metallurgical laboratory acts as a 
“‘watchdog”’ over every incoming lot of 
metals, to make sure high standards already 
established are met continuously. 

ELGIN’s concern over metals is your best 
insurance against metal-parts failure in the 
Elgin watches you sell your customers! 


At Retail Jewelers’ Market, Chicago (July 28-Aug. 1), visit Elgin Skyway Suites 2320-25, Con- 
rad Hilton Hotel. In New York (Aug. 11-15), Elgin’s Grand Ballroom Exhibit, Waldorf-Astoria. 
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where the will always 


finds the waug to 
achieve top quality 
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ADVERTISED IN 


Ring up sales with 


LIFE simplifies your selling by pre-selling customers 


for you. 


Each week LIFE pre-sells the products you sell, 
right in your neighborhood, and in the course of 13 
issues LIFE reaches 3 out of 5 households in the aver- 


age community. 


Make the most of LIFE’s local selling power. Fea- 
ture the brands that are advertised in LIFE—and give 
them extra sales support by displaying the “‘Adver- 
tised-in-LIFE”’ symbol. It really pays off. 


These are some of the fast-selling jewelry items 
that LIFE pre-sells: 


June 

American Luggage—page, color 

Ansco and Admiral—spread; 
page, color 

Argus Cameras & Projectors— 
page, color; page, color 

Bell and Howell—-'4 page 

Burroughs Adding Machines— 
Y2 page 

Buxton Wallets and Billfolds— 
page, color 

Chic Leather Goods—14 lines 

Eastman Kodak—page, color; 
page, color; page, color 

Esterbrook Pen—-page, color 

Eversharp Inc.-4 page 

Fosta-Grantly Sunglasses— 
4 page, 4% page 

General Electric TV-Rec.— 
page, color: page 

Gold Filled Manufacturers 
Association—-'4 page 

International Silver Co.— 
Stainless —-page 

International Silver Co.— 
Holmes & Edwards—page, c. 

Keepsake Diamond Rings— 
ly page, 2 page 

Norelco Shavers——-page 

Opti-Ray Sunglasses—14 lines 

Parker Pens—-'4 page 

Polaroid Cameras—page, page 

Polaroid Sunglasses—page 

Remington Electric Shavers— 
page, color 

Roland Radios-——56 lines 

Ronson Men’s Shavers—page 

Royal Electric Typewriters— 
page, color 


Schick Combination Ad— 
page, color 

Samsonite Luggage—spread 

Skyway Luggage—', page 

Sunbeam Golden Glide Shave- 
master—-page, c.; page, c. 

Sylvania Electric Products—pg. 

Topps Watch Bands—% page 

Underwood Standard Type- 
writers—page, color 

United States Pencil Company 

42 lines 

Westclox——page, color 

Winton Watch Company— 
Ye page 

Zippo Lighters—page 

July 

Ansco—page, color facing %4 pg. 

Argus—page, color 

De Beers Diamond Promotion— 
page, color 

Eastman Kodak—page, color 

Eastman Kodak—Verichrome 
Pan Campaign—page, color 

Eastman Kodak—cColor Slides 
& Snaps—page, color 

Eastman Kodak—Brownie 
Movie Camera—page, color 

Fosta-Grantly Sunglasses— 
v4 page 

International Silver Co.—1847 
Rogers Bros.—page, color 

International Silver Co.— 
Sterling—page 

Norcross Greeting Cards— 
page, color 

Polaroid Cameras—page 

Tuckersharpe Ball Point Pens— 
28 lines 


LIFE is read in 12,000,000 households 


every week 
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Source: audience, A Study of the Household Accumulative Audience of LIFE. 











They're New... They’re 


Set of six Heart Sippers wrought from 
heavy-gauge sterling silver by Raimond, 
Inc., 149 Exchange St., Malden, Mass. Gift- 
boxed, the set is to retail for $11.20 keystone. 


“Two-for-the-money” Craftsman man’s cow- 
hide billfold packaged in re-use jewelry box 
of Florentine design. Retail price for both 
items, $5. Ladies’ models in fashion colors. 
National advertising in fall. 


Three large ovals of carved jade are set in 
a double bracelet of 14K gold in this piece 
by Art Craft Jewelry Co., of New York. The 
bracelet may be retailed for $270. 





A direct-reading watch by Elgin. In yellow 
gold case with a 17-jewel movement and a 
tapered leather strap. The front of the case has 
been dimpled to give a rugged, masculine look. 
Water proof and shock proof. $59.50 FTI. 
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Yours to Profit By ne - 


Complimentary 
duet ... stun- 
ningly matched. 
| His ...a superb 
6-ct Linde Sitar. 
Hers ...a dazz- 
ling replica in 4- 
ets. The brilliant 
beauty of the sin- 
gle magnificent 
stone enhan ed 
by the gracefully 
swirled setting 
crested with tiny 
diamonds. From 
William Schneider, 
Inc., New York 
City. 








Pitcher in the “Far East” sterling-hollow- 
ware line by Reed & Barton Silversmiths, 
Taunton, Mass. 9% in. high. To retail for 
$89.75. Chrysanthemum decorations. Also cof- | 
fee pot, sugar bowl, creamer, etc. 


be sure you get 
genuine 


LINDE 
STARS 


Beautiful Linde Stars are man- 


. made in Union Carbide’s Chicago 

The magnificent a dal plant... cut and polished for 

thetic sapphires and brilliance . . . carefully graded 
rubies that for quality and distributed 

through Linde’s exclusive dis- 

. hot | d tributors. AND because Union 

star mf e — y an Carbide’s unsurpassed quality 

The “Plymouth,” one of the new “Mayflower” | exclusive designs of controls assure the FINEST in 


these leading manu- ‘*ynthetic gems .. . ask for 

series which may be sold as a pin or as a | S LINES Stary =~ soe them on 
: your order... sure i 

charm or a bracelet bangle. To retail for $8. | deamon: gradi ty rome ot 

Many other Colonial designs. By Danecraft, | star all-ways in your You can — on these manu- 

25 Bucklin St., Providence | profit-picture Sactenene, Che Hees Seeeinant 

ov = BP Sep . manufacturing jewelers, who 

perfer LINDE Stars. 








facturing jewelers 


NEW YORK CITY as Perkel & Co., ST. LOUIS, MO. 


Alsan Mfg. Co. oan Perkis Kinsley & Sons, Inc. 
Beckerman & Lerner Samuel Platzer Ce.. inc. OHIO 
Belenky Bros., Inc. Ss. & M. Jewelry Co. Fratianne Mfg. 
J. L. Brandt Co. David Sarkin, 5 A i. B. Goodman mie: Co. 
Coronet Jiry. Mfg. Ce., William Schneider oul . 
ott a - ae Mie Co hei y Bros., Inc. 
avidsen ons Jiry. . “* ° 
Co., Ine. ar tae Robbins & The "Victor ome. 
E. S. Feinstein & Co. -» tne. PENNSYLVANIA 
ae Flyer Brothers Wax & kolnik, Ine. Byard F. Brogan 
oe & Ben Frackman, J. R. Wood & Sons, Ine. Helm and Hahn Co. 
ne. 
BUFFALO, N. Y. 
Gevertz & Co., Ine. 
ggg = e The Bock-Lewis Co. PROVIDENCE, R. ! 
Goldstein-Gerson Co. M. A. Reich and Co. — & Bullock Cce., 
Green & Co., Jirs., Inc. CHICAGO. ILL. =e. 


Benjamin & Edward J. cy Cain & Co., Inc. NEW JERSEY 

Gross Co., Inc. Halimark Ring Corp. Acme Ring Mfg. Co. 

| Harry Guise, Ine. Hirsch and Oppenheimer ? 
| Irving Co. Stein & Ellenbogen Co. Bond ‘Diamond te 


S. Jollofsky & Sons, Ine. 
ahn & Co. INDIANAPOLIS, IND. ar gs a & Compan y 
Morris Kaplan and Sons Goodman and Company janei Ring volte: ag 


| Charles Koppel Ring Co. miNNEAPOLIS, MINN. Ine 
| K. S. K. Jiry. Co., Inc. ostpye and Anderson Jones & Woodland Co., 
Mercury Ring Corp. ine. 





New “Sextant” watch inspired by naviga- 


tional instruments. Sweep second hand is in CHARLES i WINSON 


shape of the hand of a compass. In steel for WORLDWIDE DISTRIBUTORS 





$90. From Juvenia Watch Agency, Inc., 580 | S80 FIFTH AVENUE. NEW YORK 36 - COLUMBUS 5-2656 
Fifth Ave., New York. | 3 — *Linde is a registered trademark of Union Carbide Corp.—a synthetic gem. 
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They’re New... They’re 


The “Monaco” lady’s lighter is a recent 
addition to the Colibri line of lighters by the 
Kreisler Mfg. Corp., North Bergen, N. J. In 
a leather pattern, the Monaco can retail for 














New set of “Out of This World” men’s 
jewelry by Squire, Inc., Taunton, Mass. The 
tie clasp and cuff links are to retail for $2.50 
plus federal tax. Sets in other designs to retail 
from $2.50 to $20. 


THE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES @ 
AND AWARDS 


e “FURNITURE FINISH” WALNUT WOODS 
e GENUINE PEDRARA ONYX 
e NEW ECONOMICAL LINE OF “OSCARS” 
e “EBONY-WHITE” WOOD BASES 
e NEW LINE OF CAST METAL BASES 
BEAUTIFULLY FINISHED 
e NEW FIGURES ARE CONSTANTLY 
BEING ADDED TO OUR LINE 


THROUGH AUTHORIZED DEALER 


Send for 6 free copies of our 


68 page General catalog. 


Enquire about our special 
Binder illustrating our “Long 


SOLD ONLY 


Discount" trophies. ‘iae ey 
The new “Capriccio” chain is available to 


2 jewelry manufacturers in precious and semi- 
ARLEN TROPHY CO mi ; y precious metals. To be found in many lines 
aa , expressing the individual styling of each. By 

5O_ GOLD STREET BROOKLYN |, N.° Armbrust Chain Co., Providence. 
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Yours to Profit By 





‘n,m 


New sterling-silver-tipped ballpoint. No leak- 
age or waste of writing fluid. Heavy back-to- 
school advertising. In six colors. $2.95 up; 
refills, 89¢. By Sheaffer Pen Co., Fort Madi- 


son, lowa. 





“Rhythmic,” a new design in silverplated 
flatware by the Holmes & Edwards division 
of International Silver. Three-tined forks, 
stainless-steel-blade knives. Open stock and 
complete services available Sept. 1. 





Emerald and diamond bracelet by Barnett 
Robinson, Inc., 610 Fifth Ave., New York. Con- 
tains 25 emeralds totaling 4.25 carats and 25 
diamonds totaling 2.15 carats. The retail price 
of the bracelet is $3200. 





“Emerald-Glo” wrap-around wedding-and- 
engagement ring set. Baguettes give appear- 
ance of large diamond. In palladium top and 
14-K shank. For $650. By David Karp & Co., 
Inc., 31 W. 47th St., New York. 
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Double - Barrelled 


FAVRE-LEUBA’S 


Program is acclaimed 


Everywhere... it offers Steady 
Profits, Increased Prestige, 







Protection from Unworthy 


Watch Competition 


Models Retail from $71.50 


665 FIFTH AVENUE. NEW YORK 22. N. Y 


up 








G7 
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een ~s 





NEW DISCOVERY, 


Pat. Pend. 


Souibe 









cea O 
ranch CROW 


\ TAGS 7 


seade MARS 


PLASTIC 
IN ALL COLORS 


PARCHMENT 
PLAIN or PRINTED 


217 Halsey St 





Newark 


: 


Mfd.by ARCH CROWN TAGS, INC. 


2, WJ 
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CASH for Your 
Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling patterns 
—any quantity, large or small —active, inactive, 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


We are also interested in cooperating with iewel- 
ers who receive calls for older sterling patterns that 
are no longer available. 


Will also buy diamonds—any size and quality—as 
well as antique and modern jewelry. 
Reference: Jeweler’s Board of Trade or 


Dun and Bradstreet 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 









































For memorable occasions . 


“ORIENTA” Cultured Pearls 


You can give a pearl at a time with our 


“START-HER-NECKLACE” GIFT PLAN 


Write for Illustrated Folder 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 





They're New... They’re 


si ~ 
14-K white gold bracelet watch with 18-K 
gold dial markers, set with diamonds in cluster 
design. By Eterna e Matic, 677 Fifth Ave., 
New York. $600 FTI. Special catalog available 
to dealers on request. 


This man’s 14-K gold ring has an oval 
lapis lazuli mounted on a conservative shank. 
Ornamented with two small diamonds. Manu- 
factured by Larter & Sons, Inc., 88 Parkhurst 
St., Newark, N. J. 


“Regalbelle,” engagement-and-wedding-ring 
set; center diamond weighs .60 cts. In plati- 
num, for $565 and $200; in palladium, for $535 
and $170. By John Giovannetti, 115 W. 45th 
St., New York. 


ze FS eg Bee: RSet Sia Oo?” 
“Say-When,” LeCoultre’s new desk and 
travel alarm clock, serves also as a paper- 
weight. 8-day jeweled movement and soft but 
persuasive alarm. Night-reading dial. Solid 
brass with fluted or black-enamel case. $24.95. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











Yours to Profit By eal 


RUNNING A | 
SUCCESSFUL | 
SALE 

IS AN ART 





“Admiration KK,” a new Lady Hamilton 
wrist watch, has 36 diamonds. Black-silk cord 
is integral part of the design. Shock-resistant, 
anti-magnetic. In 14-K white gold case. To | 
retail for $475 FTI. | 


by Manny 
Silverman 





SILVERMAN SALES ENTERPRISES 
; — HAS THE SKILL, KNOWLEDGE 
sterling-silver paperweight lighter by Graff, | AND INTEGRITY 19 GET THE MOST 


Washbourne & Dunn, 158 W. Forest Ave., 


ek Sed ante | OUT OF A SALE FOR THE JEWELER 


Why should | go to Silverman Sales Enterprises? 





0 


A. ONLY Silverman Sales offers precise knowledge 
| based on conducting over 700 successful sales in 
the past eight years alone. 


| ©. How can | tell that my particular needs can be 
answered by Silverman Sales Service? 


Our files show case histories of how Silverman 
Sales successfully solved every imaginable prob- 
lem confronting the jeweler today. 


> 





Rope chain choker and bracelet with match- | 
ing earrings by White Mfg. Co., N. Attleboro, | 
Mass. In 1/20 12-K gold-filled or sterling | 
silver. The suggested retail price for the com- | A. Definitely not. | will come to see you at my own 


plete set is $54. | expense and only if we both feel we can mutually 
profit from our association will we proceed further. 
CALL ... WRITE... WIRE... TODAY fora 
private analysis. Silverman Sales experience and 
know-how guarantees you the surest, fastest 
benefits. Our fees are reasonable, our terms; 
We must BOTH profit from our association. 


WRITE! WIRE! CALL! 
New L ines t tics. The “Medalli 
a" caw: adh ha: in at Gen is ea | SILVERMAN SALES ENTERPRISES 


bezel, $89.50 FTI; with bracelet, $99.50; “Sky- | 580 Fifth Avenue, New York, N. Y. 


lark” for women with suede strap, $92.50; | : 
with bracelet, $99.50. | Telephone: PLaza 7-4693 


©. Will | have to pay for an analysis of my par- 
ticular problem? 
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CARVEL HALL GIVES YOU $29.95 


YOU GET THIS LEISURE STAINLESS 16-PIECE SERVICE FOR FOUR 


FREE 


PLUS FREE SALES AIDS 


and 


—_ 
ae 
le 


Mats of 
Stuffers, Colorful 
te aie a counter gift wrappers 
ads, sales literature for all 
Tips folder 


ses ance 


DESIGNED BY GEORGE NELSON 


Leisure tablewear—design patents applied for 


3 Carving Sets...... 
3 6-Piece Steak Sets. 


1 8-Piece Steak Set... came on the market. Now, with 
1 16-Piece Service........ this package of seven Leisure sets, 
RETAIL VALUE.......$139.60 you also get free a complete Leisure 
YOU PAY ONLY.....$65.65* Tableware service for four plus 
*Equal to discount of 50% and 5%. merchandising aids to help you sell! 


Now’s the time to order—talk to 
Now, aimed especially for Fall sell- Yur Carvel Hall distributor about 


ing, this Carvel Hall promotion ‘his special profit package! CHAS. D. BRIDDELL, INC. 
offers you a real profit item! These Leisure Steak Knives — design patent #177672 


Z ‘ é ; Leisure Carving Set—design patents #177672, CRISFIELD, MD. 
quality stainless steel pieces in hand- 





some, black gift cases have been a 
stand-out seller since they first 


#77807 ©1957, Chas. D. Briddell, Inc. 
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Right—One from 4-piece metal canister 





set in graduated sizes, decorated with 
“Royal Fleur” design in 9 enamel colors, 
gold lacquer handles; set $7.95 retail. 
Imported by Daher Co., Inc., New York. 





Far right—This claret decanter, 12 in. high, 
is one from a group of period pieces made 
by Waterford, of Ireland, in richly cut 

lead crystal; it may be retailed at $90. 
From Geo. Borgfeldt Corp., of New York. 


Right—Corn service in Colony crystal 
includes eight footed pieces with leaf 
decoration and end indentations for 
holders. Distributed by the Pitman- 
Dreitzer Co., Inc., of New York. 


Far right—Ceramic accessories in contempo- 
rary style by Upsala Ekeby, in Sweden, 
include vases to retail from $12.50 to 

$24, and 9” bowl to be retailed at $10. 
From Ebeling & Reuss Co., Philadelphia. 





Right—New “Ninette” pattern in Queen’s 
Ware on Barlaston shape is done in blue, 
yellow and brown, includes many buffet 
items; 5 piece place setting $7.50 retail. 
Josiah Wedgwood & Sons, Inc., New York. 


Far right—Classically formal is this styl- 
ized “Greek Key” border on Arzberg china 
dinnerware, done in deep brown and gold; 
five-piece place setting, $18.50 retail. 

From H. E. Lauffer Co., Inc., New York. 


PLEASE TURN TO PAGE 109 


Table top fashions 


This is Gabe Hausmann, Jr., showing one of the various patterns of Stainless Steel flatware stocked by Hausmann Jewelry Co., Inc. 











vIn 


“Housewives want Stainless Steel because it’s durable 
and Easy to clean,” says Gabe Hausmann, Jr., Hausmann Jewelry Co., Inc. 


New Orleans, Louisiana 


A package from Hausmann’s makes 
eyes light up in New Orleans, be- 
‘ause this is a prestige store with an 
87-year tradition to back it up. It’s 
interesting to notice, then, that 
Stainless Steel flatware is being pur- 
chased here by an ever-growing per- 
centage of housewives and brides- 
to-be. 

Cleanability is one big factor. Ac- 
cording to Mr. Hausmann, “The cli- 
mate here is damp, with a lot of salt 
and sulfur in the air. Many women 
prefer Stainless Steel because it 
stays bright and shiny even in this 
atmosphere. Then too, New Orleans 
people spend the long summers out 
in the open, and they’ve found that 
Stainless Steel is ideal for barbecues 
and for use in summer homes.” 

Mr. Hausmann thinks that the 
real trend to Stainless Steel started 


about five years ago, when American 
manufacturers began releasing hand- 
some new designs. Today, Stainless 
graces many of the finest tables in 
the land. As proof, he notices that 
more and more brides are listing 
their favorite Stainless Steel pattern 
with the store, showing that brides 
are delighted to get it as a gift. 


Hausmann’s makes sure that ade- 
quate displays of Stainless are avail- 
able for shoppers. Primary emphasis 
is on boxed sets, but they carry open 
stock items also, because of the de- 
mand for brides’ gifts. All in all, 
Stainless Steel flatware has been a 
very profitable item for Hausmann’s. 
It can be profitable for you, too. 


Photograph of Hausmann’s taken at night. It is located right on Canal Street in New Orleans—the 


widest street in the world. 
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CONCLUDED FROM PAGE 107 


Right—Four sizes of jugs in “Arvid” 
pattern in crystal from Sweden, simple 
in modeling, made with ice lip; sizes 
may be retailed from $4.75 to $15.50. 


D. Stanley Corcoran, Inc., New York. 


Far right—‘Bridal Veil” pattern in English 
earthenware shows border of lacy flowers 
in white enamel against gray on Regency 
shape: 5 piece setting retails at $8.75. 


From Doulton & Co.. Inc... New York. 


Right New line of gold-colored metal 
called Golden Kensington is made in eight 
accessory items priced from $6.95 to 
$12.95: non-tarnish, stain resisting. 

Made by Kensington, New Kensington, Pa. 


Far right—“‘Carefree” china entirely un- 
decorated. to retail for $5.95 for 5- 

piece setting; ovenproof and dishwasher 
proof and equipped with copper covers. 
By Syracuse China Corp.. Syracuse, N.Y. 


Right—To be introduced this month, new 
Fostoria melamine dinnerware in high- 
style colors and patterns—the bright 
“Kismet” decoration illustrated here. 

By Fostoria Glass Co., Moundsville, W. Va. 


Far right—Daisy-embossed dessert plates 
with 12 different flower centers in Spode 
earthenware, retail $2.20 each; matching 
cups and saucers retail at $2.60 each. 


Copeland & Thompson, Inc., New York. 


Table top fashions 
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Spode 


FINE EFNGLISH 


ACTUAL SIZE DINNERWARE 
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Bone China 
Miniature 
Cup & Saucer 
Retail price: 
$3.00 each 


Spode Bone China Miniatures are made and 
decorated with the same meticulous care that 
has made Spode famous. Twelve different 
patterns are carried in stock with Cups & 
Saucers, Teapot, Cream & Sugar. See them 
at the Spode showroom or write 


Wholesale Distributors 
Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 


























“ALLURE” 


by 
HEINRICH & CO. 
Exceptionally good seller throughout the 
country, the “Allure” pattern shows various 
types of leaves done in gently muted colors 
from gray to beige, on the coupe shape in 
fine white china from Bavaria. 


5-pc. Setting: App. $9.00 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 


44 York St. 
Toronto, Ont., Canada 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 


silver, the teen-age problem is exclusively a 


| T's THE JEWELER who carries china, glass and 


| 


| 
| 





feminine one and the word “delinquency” has 
no part in it. It is, instead, the rather delightful 
problem of interesting the young girls of his com- 
munity in fine tableware. 

Manufacturers of quality ware are highly con- 
scious of the importance of the teen-age girl in 
their present and future business. Most of them 
do something about it, too. A few years ago they 
were trying to reach the college girl with their 
message. But, as we all know, girls are marrying 
at very early ages these days, and manufacturers 
now are going to the high schools for their future 
customers. 

No matter how effectively they tell their story 
of quality and beauty to the teen-ager, however, 
they can do no more than awaken or itensify her 
interest. They cannot sell her the actual merchan- 
dise. That is up to the local retailer—to you, the 
jeweler, who can bring the three major compo- 
nents of a well-set table together in your own store 
and encourage her to think of the ware in terms 
not only of admiration but of ownership. 

To do this effectively the teen-ager must be 
given a reason for coming into the store. Few 
young girls will, of their own volition, walk into a 
jewelry store and ask to see patterns of table- 
ware—not, that is, unless they are definitely plan- 
ning their weddings. But they will happily come in 
groups, if they are invited, to take part in special 
activities such as table-setting contests, or to listen 
to talks on tableware and correct table setting. 
For example, one Long Island jewelry store in- 
vites girls in the local high school graduating 
classes to see groups of table settings and displays 
of china, glass and silver; it joins forces for the 
occasion with a soft drink manufacturer who sup- 
plies free drinks to the girls. Each girl is given a 
form to make out, naming her favorite patterns, 
to be kept by the store for future reference, and, 
as a memento, receives a small pin in the sterling 
design of her choice. 

Manufacturers are always glad to work with 
jewelers to help make such affairs interesting to 
the girls. Many of them will send an expert to give 
a talk, or will lend color films of manufacturing 
processes. Such events make a deep impression on 
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the minds of the girls just at the time when they 
are beginning to think about their own future 
homemaking. The patterns they select on such oc- 
casions may not be their final choice, but they have 
been induced to do some serious thinking about 
the matter of quality and color and style on the 
dining table, and that is a long step toward 
eventual buying. 





|S gene G. BEIN has been appointed secretary 
and general manager of Josiah Wedgwood & 
Sons, Inc., of New York, it was announced last 
month by Hensleigh C. Wedgwood, president of 
the company. Mr. Bein has had 20 years of ad- 
ministrative and management experience, most 
recently in systems consulting work. 


HE FOSTORIA GLASS Co., of Moundsville, W. 

Va., is entering the melamine dinnerware field. 
The new line, to be known as Fostoria Melamine 
Dinnerware, will be ready for shipment to the 
stores during the fall. Initially, the ware will be 
shown in four colors with applied decorations in 
the “casual contemporary” feeling, all developed 
in co-operation with the design firm of Latham, 
Tyler and Jensen, of Chicago. It will be molded by 
the Chicago Molded Products Corp. and shipped 
from that firm’s Georgetown, IIl., plant. The price 
structure will be competitive with that of other 
melamine lines on the market. 

Fostoria’s melamine will be sold through the 
firm’s own sales organization. In the beginning a 
separate division of salesmen will work under the 
managership of William Van Smith, formerly of 
Brookpark, but within a short time the glassware 
and melamine sales forces will be integrated to 
give stores the same sales service. The firm’s regu- 
lar policy of confining sales to top quality stores 
in each community will be followed. 


EORGE BROWN ZAHNISER, president of Castle- 

ton China, Inc., of New Castle, Pa., has been 
elected president of the American Fine China 
Guild, with Thomas Hogan, of Flintridge China, 
vice president; Lynne A. Warren, of Castleton, 
secretary; and W. R. Salisbury, of Syracuse 
China, treasurer. The new officers were elected 
at a recent Guild meeting in the Ambassador-East 


Hotel, Chicago. 
PLEASE TURN PAGE 
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A NEW RE-ORDER WINNER! 
in FRANCONIA CHINA 


One of Europe's Finest 


“Delph ine : 


A completely successful pattern, styled for the trend to “blue” 
in new home fashions, Delphine is also keyed to “lasting” 
favor and popularity. A lovely halo of Forget-me-nots and 
leaves accented with fleurette clusters in a delicate two-tone 
blending of Delphinium Blue on pure white translucent porcelain 
in the exquisite Louis XV shape—deftly banded with Platinum. 
5-pc. Place Setting with 1034" dinner plate: $13.00 Retail 
(Slightly higher South & West) 


HERMAN C. KUPPER, INC. 
39-41 West 23rd Street New York 10, N. Y. 








225 FIFTH AVE., SUITE 1229 K, NEW YORK 10, N.Y. 





FOLDING 
GIFTWARE BOXES 





in your choice of 
smart patterns 


© Tremendous space savers (shipped flat) 
* Require no outer wrapping 

* Sturdy construction (double walls) 

* Over 100 sizes available for immediate delivery 
* Low prices plus 10% and 5% special discounts 
* Special freight allowances 

* No charge for imprinting your name 


Folding jewelry boxes (packed with coffon) are now | 
available in 10 popular sizes. © 


Of course, you may have our 
latest catalog; please write for it, 


See us at all the gift shows. _ \ 


sift [or Corporation of CMM T1c0 





America's Outstanding Manufacturer of 
Folding Giftware Boxes 
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IKORAR 


SILVER PLATED 
HOLLOW-WARE 
HANDCRAFTED 
AND TARNISH 
RESISTANT. IN 
DISTINCTIVE DE- 
SIGNS. 


1,40) | 7: an |e ot 1 eu 1 on =) Ae Do 
WORLD'S MOST SKILLED 
CRAFTSMEN AT THE RE.- 
NOWNED W.M.F. FACTORY. 


AT ALL MAJOR GIFT. SHOWS 


OR 


IMPORTERS INC 


261 FIFTH AVENUE NEW YORK 16, N.Y. 
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CHINA, GLASS & GIFTWARES (from preceding page} 

A N EARLIER DATE and a shorter period will 
mark the annual china and glass show next 

January in the Penn-Sheraton Hotel, Pittsburgh. 

The exhibit will open on noon, Sunday, Jan. 5, 

and will run through Friday, Jan. 10. 


R ICHARD KRAUTHEIM (center), owner-director 
of the Krautheim factory in Bavaria, manu- 
facturer of Franconia China, is shown here with 
his chief designer Herman Netzsch (right), and 
Albert Weber, president of Herman C. Kupper, 
Inc., importers of Franconia. While in this 


country for a few weeks, they visited a number of 
Franconia dealers in the East for a re-examina- 
tion of American market trends. Plans are under 
way to augment present dinnerware patterns with 
a series of new designs created especially for 
American consumption. 


HE EXHIBITION of “Fifty Years of Jensen 

Silver,” which has been circulated among 
American museums by the Smithsonian Institu- 
tion traveling exhibition service, was put on dis- 
play from May 16 to June 1 at the Georg Jensen, 
Inc., store in New York. Sponsored by Henrik 
de Kauffmann, Danish Ambassador to the United 
States, the display consists of the work of 16 
artists whose designs have been executed by the 
Jensen silversmithy in Copenhagen during the 
past half century, including the work of the 
founder and his associate, Johan Rohde. In addi- 
tion to the silver, the exhibit included a collection 
of stainless steel designed and executed since the 


War. 


HE LINES of Royal Jackson China and Val St. 
Lambert crystal from Belgium have been 
moved from the Vogue Ceramics, Inc., showrooms 
at 9 E. 55th St., New York, to temporary quarters 
in room 1103 at 225 Fifth Ave. In the fall, they 
will go into permanent showrooms in the large 
PLEASE TURN TO PAGE 114 


THE JEWELERS’ CIRCULAR-KEYSTONE 








to the Fall showings Mm sch wee ats ooh tanita 
of new crystal gifts annie oe iaienenn 


»” 


<a a = 


‘ os 
> “a 
: & | es < 
. Ee 
- - = aan _— panacea Meter ae mcrae, lle lke , ~ 7 





1957 FALL GIFT SHOWS 


‘“ , July 14-19 .. National China, Glass & Pottery Show 
ay, July 21-24. . Southeastern China, Glass & Gift Show 
ene a x a aa te eae 45th California Gift Show 
Co China, Glass & Pottery Show 


September1-5....... Original Dallas Gift Show 


' 


by FOSTORIA METS 


It’s show time—and that means exciting, new surprises from Fostoria! 
There’s NEW MILK GLASS ... NEW GIFT PIECES—all 


designed to today’s taste, today’s purchasing. 








And because they’re by Fostoria, every piece is handcrafted, 

carefully made in the time-proven manner for which Fostoria is famous. 
All new merchandise—plus the powerful all-new advertising program that 
will support it—will be displayed at each of the shows. 
You are cordially invited to drop by. 


Fostoria Glass Company, Moundsville, West Virginia. - i 
eh) (0) | 
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CHINA, GLASS & GIFTWARES (from page 112) 
ground-floor quarters at 225, previously occupied 
by Woolworth’s store. This space will be com- 
pletely renovated to accommodate the displays of 
china and glassware, and will be in charge of 
Jewel Gould and a staff of sales and service per- 
sonnel. 


LOVINGLY PROTECTED NPT “ig | 
INA LINDLEY BOX. A= tr |) | came created for the Franciscan din- 


mM, 


nerware section of Gladding, McBean & Co., 

was awarded three golden “Lulu” statuettes at 

the annual Frances Holmes Achievement Awards 

Luncheon held recently in Los Angeles by the Los 

Angeles Advertising Women, Inc. The three 

_ first-place awards were for direct mail, illustra- 

for a 15” lamp. It's tion, and sales promotion and merchandising, 

eee ee _ done by Gena Melin and Greta Elgaard, of Hix- 
hard to wrap items. Solve y 8 , 

your gift packaging prob- _ son & Jorgensen, Inc., the company’s advertising 


lems with Lindley fold- | agency. 
ing gift boxes... | 


easy to use and | : 
SO economical! | ITMAN-DREITZER & Co., INC., New York dis- 


tributor of domestic and imported glass and 
- — giftware, has recently opened a new Los Angeles 
Shown Lo showroom in the Brack Shops Building. Tom 
Box No. 67 : ‘ . . 
17 x 8% x 8% ee Scoones is district manager of the West Coast 
Packed 25 pe area and Dolores Scoones will be in charge of the 
ed | | new showroom. Ed Smith will hereafter cover 

1737 W. 2nd, Marion, Indiana ff secs mee Mehr the San Francisco area. 


Morris Seiacers Mills Division, Federal Paper Board Company, Inc. | PLEASE TURN TO PAGE 116 


A Pie, 








PACGCIHIG Silvercloth 


will guarantee a brighter sales story 


for YOU... 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard . .. it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 


Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 
with their silverware ...adds more profit to your sales. 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 
Dept. SC50, 1430 Broadway, New York 18, N. Y. 
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EVERYBODY IS GOING “DIPPY” 
WITH 





Jeweltone Beau Ming with a look of 
sterling and Beaumonde Solid Brass 
e in the exciting new Emerald 


and Golden Topaz, shown 


at all major gift shows. 


#6032 







15” DIP-SUSAN 

















#312 
12” CANAPE TRAY 





Prosta 


5-PIECE OBLONG DIP 
AND RELISH SERVING BAR 





Be. ae 
AS ¥ ee 





#1314-B OBLONG TRAY 
#6010 SERVING BOWL 
#6018 RELISH JAR 


BU FHNER-WANNER e 66 Fort Point Street ° East Norwalk, Conn. 


Breslaver-Underberg Inc. Bolender and Company The Grant-Jacoby Company Harlan P. Saubert Stanley F. Radke & Assoc. Miller Bros. Limited 
225 Fifth Avenue 1551 Merchandise Mart 527 West Seventh Street 9809 Angora P. O. Box 4518 32 Front Street West 
New York 10, New York Chicago 54, Illinois Los Angeles 14, California Dallas, Texas Fort Lauderdale, Florida Toronto 1, Canada 
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Quick 
Quiz ° 


for PROFIT-MINDED @ 
RETAILERS @ 


Question: 


1. Where can you see the latest 
trends and fashions in luggage 
and leather goods accessories— 
your year “round profit staples? 
2. Where can you see all lines, 
make the right contacts for “sell 
on sight” luggage and leather ac- 
cessories—and in just one trip? 
3. Are you aggressively merchan- 
dising this important department 
in your store? 


& 
Answer: e 


Smart retail jewelers know & 
that the right answer to every 

luggage and leather goods % 
question is the... * 


NATIONAL LUGGAGE 


AND 


LEATHER GOODS 
SHOW 


July 28 to August 1 


4 FLOORS at the N. Y. TRADE SHOW BLDG. 
500 EIGHTH AVENUE, NEW YORK 1, N. Y. 


@ SEE COMPLETE LINES OF: Luggage, Trunks, 
@ Briefcases, Personal Leather Goods. Travel Ac- 


@ cessories, Leather Novelties! 


Sponsored and Managed by: 


LUGGAGE AND LEATHER GOODS 
MANUFACTURERS OF AMERICA, INC. 


220 Fifth Avenue, New York 1, N. Y. 


Jack Citronbaum, Exec. Vice President 


| 
| 
| 
| 
| 
| 


| 
| 











CHINA, GLASS & GIFTWARES (concluded from page | 14) 


UBTLE COLORINGS of forget-me-not blue and 
lilac walls, taupe carpeting, and high North 
windows shielded with oatmeal linen gauze com- 
bine with all-glass display fixtures and huge wall 


mirrors outlined with flat shells in the out-of-the- 
ordinary new showrooms opened in May at 225 
Fifth Ave., New York, by Dorothy Thorpe Crea- 
tions, Inc. Glass cylinders support free-form glass 
shelving and one of the highlights is a 66” round 
glass table supported by five antiqued silver pedes- 
tals. The setting perfectly complements the 
Thorpe design in china, glass, linen and lamps. 





Beating 





“GOOD FOR 
1 HOUR PARKING 


DOWNTOWN 
PROVIDENCE 
PARKING PLAN 


00126 


the 


Parking 














Problem 


® Helping customers park near a downtown store 
is almost a necessity there days. This stamp is the 
way sixty cooperating Providence retailers do it. 

They affix the stamp to the parking-lot or ga- 
rage stub of any customer making a purchase of 
two dollars or more. That franks it for one hour. 
Beyond that time the customer pays himself. 

The plan is advertised on radio and in local pa- 
pers both collectively and by individual stores. It 
works well. The jewelry stores participating are 
Baird-North, Gerber’s, Kay’s Jewelers, Krasnow 
& Co. and Tilden-Thurber. 
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creates up to 150 bows per hour 


This wonderful little machine—the 
Sasheen® S-10 ““Magic Bow”’ Tyer—makes 
gift wrapping a real profit-maker and 
traffic-builder, whether you offer it free or 
charge for it. With the S-10, bow making 
becomes an efficient, streamlined operation. 
One girl (spare time or full) can pre- 
fabricate up to 150 glamorous “Magic 
Bows” per hour . . . make them in many 
styles and multi-colors, with either gleam- 
ing Sasheen or lacy Decorette® ribbons... 
for in-store gift wrap and for profitable 
resale, too! Why not put the traffic- 
building magic of the S-10 “Magic Bow”’ 
Tyer to work for you? © 3M Co. 


“Magic Bow” and method of making patented U.S. Pat. No. RE 23835 


ap Ge Gee Ge Gee Gap ae oe oe ame oe ame ome om oe oe ae oe oe oe oe ee aw oe 
encoucr On . 
Minnesota Mining and Manufacturing Company 

Ribbon Division 


4 * 
| 3 eee > ms $t Paul 6, Minnesota 
Vs > t ®searc 

"Wig gy, te o 


a fs ' a I'm interested: show me. Send a representative to show me how to put a 
% / < : profitable gift-wrapping program into action. 


"bo, 


Name_____ 








~ 


Company____—_ 











SASHEEN and rae | a : 
DECORETTE—  e ; Street Address 
the ribbons that tie * 

the one and only “Magic Bow’ i. . City aie eo ee 





writs °39.99 = This ascitic etecchaien ctalesidi 
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ONLY A FEW MORE PROXIES FROM NJA MEMBERS are needed to assure union with ANRJA in 
the new single organization for jewelry retailers--the Retail Jewelers of 
America. ANRJA has already endorsed the merger, with the sanction of more 
than 70 per cent of its membership. A two-thirds vote is required from each 
of the old associations before consolidation can take effect. 


"ASSOCIATION DAY" ON JULY 30, the high spot on NJA's Chicago convention, will 
find ANRJA co=-Sponsoring an all-day session for presidents and secretaries of 
regional, state and local retail jewelers’ associations. Idea is to create 
good will and understanding for "RJA," the single national association, which 
soon will represent the retail industry with greater strength in Washington 
and elsewhere. 





IMPORTS OF WATCHES AND MOVEMENTS ROSE BY 7.6% during January and February, compared 
with the same months of 1956. More than half of the 1,542,000 units had 16 or 
17 jewels; nearly 40 per cent had one jewel or none. 


MARRIAGE LICENSES ISSUED BY MAJOR CITY AREAS totaled 2 per cent more for April than 
for the corresponding month of last year. But the number of marriages per- 
formed during the first four months of 1957 lagged slightly (0.2 per cent) 
below the level for the same part of 1956. 


DEPARTMENT STORE SALES OF SILVERWARE AND CLOCKS, January through April, gained 3 
per cent over last year. Department store volume in costume jewelry, fine 
jewelry, and watches dropped slightly. 


FEW FAILURES IN THE JEWELRY INDUSTRY were reported during May by the Jewelers Board 
of Trade, including none for wholesalers or manufacturers. Only eight retail 
jewelers were in difficulty, and their liabilities totaled $186,000. During 
May of 1956 there were 15 failures in the industry; liabilities were $619,000. 


"THE OFFICIAL W.M.D.A.A. CATALOG OF GENUINE WATCH PARTS" will be distributed this 
Summer. Some 60,000 copies of the 404-page book, which has been six years 
in the making, will be mailed to the nation's jewelers and watchmakers by the 
Watch Material Distributors Association of America. Outgoing association Pres- 
ident Edward L. Endman, who did extensive work on the catalog, received the 
autographed "first copy" at the group's annual convention in New York. 


WALTHAM WATCH CO. PLANS TO DIVIDE into two corporations. With stockholders’ approval, 
the firm will separate into the Waltham Precision Instrument Co., to produce 
gyroscopes, electronic components, and other precision devices, and the 
Waltham Watch Co. of Delaware, to concentrate on the 107-year old firm's 
newly-rejuvenated consumer watch market operations. 


HIGHER MINIMUM WAGE RATES are now required in the Puerto Rican jewelry industry. 
U. S. Labor Department's Hour and Wage Division boosted former 35¢-60¢ minimum 
wage range to 43¢-$1 levels, after domestic jewelry manufacturers 
complained that low-priced Puerto Rican imports were damaging their businesses. 


HOROLOGICAL INSTITUTE OF AMERICA FAVORS FURTHER MERGER TALKS with UHAA. Some 150 HIA 
members endorsed the merger idea at their annual convention May 19-20 in 
Washington, D. C., but have not set a date for new joint discussions. 


CHANGES IN THE RECENT CREDIT CHARGE RULING have been made by the Internal Rev- 
enue Service. However, the basic principles, which exempt most retail 

credit charges from the federal excise tax, remain unchanged, according to 
Jewelry Industry Tax Committee Chairman Bernard N. Burnstine. 
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Exposition de 
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| “Nueva York- Exposicion de Regalos 
Nova York-Exposicaé de brindes 


Geschenk Austellung in Hew York 
TEAS BANTAS CARRAI NUA CABHRAICH 
GESCHENKEN TENTOONSTELLING IN NEW YORK 


EKOELIC AQPON NEA YOPKHE 
Pertundjukan Barang - Barang Persenan di New York 


GAVEUTSTELLING | NEW YORK - New Yorks Presentutstallning 


Pagtatanghal Nang Mga Pangbigay Galing 
Sa |bat-Ibang Bansa Na Gagawin Sa Nueba York 


New York Hediye Ekspozisyonu - New York Gaveudstilling 


~NEW YORK GIFT SHOW 








August 2 BO 


HOTEL NEW YORKER 
(2nd-1 1th floors) 


TRADE SHOW BUILDING 
(2nd-6th floors) 
Sponsored by THE NATIONAL GIFT AND ART ASSOCIATION 
Directed by GEORGE F. LITTLE MANAGEMENT 
220 FIFTH AVENUE, N. Y. I, N. Y. 






Se ee ee 


In any 
language... 
the Complete 


NEW YORK 


GIFT SHOW 
means profitable 
holiday shopping 


alelal’haclai'la-ta-Maaelas 
al-da-Meo ale Maalola-MRlalels 

30 foreign nations 
have selected their most 
interesting giftwares 
for your Christmas tree 
You'll see 789 exhibits 
timed for important 
buying days ahead. 
You'll find comfort too 
as more than 85°o of 
the exhibit space is 
delightfully 
air-conditioned 
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~ NOWS THE TIME TO SEE THESE 


NEW SYROCO CLOCKS 


Write for just-published catalog supplement! 


3481 FAR EAST CLOCK 3438 FAR EAST SCONCES 
13x26” 16” wide, 21” high 
Metalgold or Black Metalgold or Black 
Pkd. 1 Pkd. 2 
$40 retail $15 retail each 


. 2 eux 8 Pe ee 3483 ROSES CLOCK 
Le en be eas ca ae 18%" diam., 64%" dial 
alg PF ~ Re oe ee : Bese ooo > hana mamma ; Metalgold, White-decorated Gold 
wi a Pa OE Pkd. 1 
$30 retail 


ae 8 


ae 2 


3480 VISION CLOCK 

30” square 

10” square etched brass dial 
Metalgold or Antique Black 
Pkd. 1 

$75 retail 


a tis 
Qut. 388 ae 


3482 PROVINCIAL CLOCK 

19” diam., 5," dial 

Metalgold, White-decorated Gold 
Fruitwood-decorated Gold 

Pkd. 1 

$30 retail 





Add four more to the ever-expanding, ever profitable Syroco collection of 
decorative clocks. Did we say “decorative?” Right! Style is the big difference 
between a Syroco Clock and one that just tells time. That’s not the only differ- 
ence, either. Price protection is another — Syroco Clocks are sold at a full 
mark-up. Brand acceptance is a third — widespread national and local adver- 
tising has made the Syroco name known to millions. Processed of genuine 
SyrocoWood, an exclusive material, Syroco Clocks have an expensive, hand- 
carved look. FRONT-WIND, 8-DAY, JEWELED MOVEMENTS ARE GUARANTEED FOR 
ONE YEAR. 


ALL DESIGNS COPYRIGHT. PRICES SHOWN SUGGESTED RETAIL. SLIGHTLY HIGHER 
IN WEST. USUAL TRADE DISCOUNT. MINIMUM ORDER NEW ACCOUNTS, $75. 


225 FIFTH AVENUE — NEW YORK 

1526 MERCHANDISE MART — CHICAGO 

108 EAST COMMERCE STREET — HIGH POINT 
2028 SECOND AVENUE — SEATTLE 


permanent showrooms 


see Syroco at all leading jewelry, furniture and gift shows 


SYRACUSE ORNAMENTAL CO., INC. - DEPT. J77 - SYRACUSE 2, NEW YORK 











“Where Is the Retail Jewelry Business Going?” 
Is Subject of 50th Annual NWJA Convention 


A reaffirmation of confidence in 
the continuing importance of the 
wholesale jeweler to the jewelry 
industry marked the golden anni- 
versary convention of the Na- 
tional Wholesale Jewelers’ Asso- 
ciation, in Chicago June 4-7. 

In his president’s address dur- 
ing the opening session at the 
Edgewater Beach Hotel, Theodore 
Gorenflo, Jr., of the Gorenflo Co., 
Detroit, noted some of the changes 
in jewelry wholesaling that have 
occurred during the 50 years. 

“Around the turn of the cen- 
tury,” he said, “we were appropri- 
ately called ‘trunk jobbers’ and 
our arrival in town was a cele- 
brated occasion. By contrast to- 
day, it is not uncommon to hear a 
complaint from a retailer that six 
salesmen have already called on 





WINNER’S CIRCLE: 205 dia- 
monds adorn the outer rim of 
the $5000 “Saturnalia,” pendant 
watch which Hamilton will 
award to the winner of its lav- 
ish “style preference contest,” 
to be conducted this Fall. Win- | 
'ner of a “Diamonds U.S.A.” 

award, this is one of 1400 prizes 

worth $100,000 which winners | 
will receive for completing the 

statement, “I would like to own 

the (model name) Hamilton 

| watch because... .” 
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him in a single day. A single piece 
of pie is now divided six ways! 

“Also in the past, the retailer 
relied completely upon the advice 
of the trunk jobber—as did the 
consumer upon the retailer. By 
contrast today, the manufacturer 
has assumed these obligations by 
‘pre-selling’ the consumer. 

“In a temporary slump, the man- 
ufacturer is faced with the deci- 
sion of accepting a temporary de- 
crease in business or holding his 
level of production by selling new 
wholesalers. In many cases these 
so-called new wholesalers are ac- 
tually discount buying syndicates, 
competing with the retailers who 
are the backbone of our entire 
industry.” 

Other backdoor traffic, Mr. 
Gorenflo said, is channeling manu- 
facturers’ merchandise into retail 
jeweler buying syndicates, so- 
called chain stores, and discount 
houses. Meanwhile, wholesalers’ 
expenses are going up and their 
gross margins are coming down. 

“We realize that our indus- 
try has not handled itself as it 
should,” he summed up, “but can- 
not the manufacturer’s franchise 
be of more value to both him and 
the wholesaler by putting some 
teeth into the franchise contract? 
Price cutting at the manufactur- 
er’s and distributor’s level is a 
cancerous condition which even- 
tually is reflected at the retail 
level. .. . Keep the avenues clear 
for us to sell and we can make our 
avenues the business turnpikes of 
the future.” 

Secretary Thomas A. Fernley 
reported that members’ sales dur- 
ing 1956 rose 4 per cent over the 
previous year; net profit after 
taxes was 1.81 per cent; and ex- 
penses fell by 0.5 per cent. 

Discussions of manpower devel- 
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HAND-CHASED SALUTE: Un- 
usual gold-plated tea service, 
designed by Oneida Ltd. Silver- 
smiths especially for the grand 
opening of the new E. W. 
Reynolds distribution center in 


Los Angeles, is readied for 
shipment by Oneida officials 
Dudley E. Sanderson, vice pres- 
ident (right), and Edward D. 
Evans. The tea set, in the 
“Melon” pattern, is valued at 
$2250. 


opment by H. L. Porter of Stand- 
ard Oil Co. of Indiana and of 
sales psychology by Hal A. Berg- 
hahl of the Crane Co. completed 
the first day’s session. 


Financing Credit Sales 

Any customer-financing plan 
to help retail jewelers compete 
against credit stores is doomed to 
failure, unless it contains a full 
education in the art of credit sell- 
ing, J. M. Montgomery of Edwards 
& Co., Kansas City, Mo., said in 
the meeting on June 6. 

He described two plans offered 
recently in Kansas City. One plan 
signed up 28 jewelers but only 8 
of them made a total of 28 loans 
amounting to $3000 during No- 
vember and December. The other 
plan interested 110 jewelers, but 
during the first three months of 
this year they received only six 
loans. Both plans wilted because 
the jewelers didn’t know enough 
about credit selling. 

“Such a program is necessary 
for the retail jeweler,” Mr. Mont- 
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gomery said. “However, we must 
recognize that most jewelers 
started as watchmakers and have 
the technical turn of mind, rather 
than the sales approach. ... The 
retail ieweler must be made to 
realize that a program to finance 
his time sales can easily double 
his business.” 

E. Reynolds Butler of E. W. 
Reynolds Co., Los Angeles, ex- 
plained his company’s ingenious 
system of estimating sales, costs, 
profits and inventories, which 
avoids “the mistake of waiting to 
see how we came out last month 
before making corrections. Now we 
are always looking ahead and are, 
in effect, enabled to make correc- 
tions for circumstances before they 
actually happen. It would be ri- 
diculous to drive an automobile by 
always looking into the rear-view 
mirror to see where we have been, 
and the same thing holds true 
in conducting our business.” 


Trouble’s Cause and Cure 


“Where Is the Jewelry Business 
Going?”, subject for a six-man 


panel discussion, received inter- 
esting answers from two retailers, 


two wholesalers and two manu- 
facturers. 

Sol Blickman of Rogers Jewel- 
ers, Indianapolis, said the average 
jeweler is in a dilemma today. 
“The mark-up on brand-name mer- 
chandise has been dropping, while 
his costs increase without inter- 
ruption. In order to cover these 
costs, the retail jeweler must 
maintain his volume at an all-time 
high. Even so, his profits are noth- 
ing to brag about.” 

Meanwhile, he said, manufac- 
turers are being forced to diver- 
sify, so eventually “many will no 
longer be known primarily as jew- 
elry manufacturers. The same is 
true with wholesaling. Today 
many jewelry wholesalers are 
wholesalers to anyone; many have 
turned to a catalog business or 
some other form of distribution.” 

The ailment, he said, affects re- 
tail trade in general. “It is a sick 
method of merchandise distribu- 
tion, which can only lead to mo- 
nopoly and a complete discourage- 
ment of independent small busi- 
ness in this country.” He said that 
the jewelry industry should ask 
Congress to study distribution to 
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STARDUST FOR A QUEEN: 
| “Mrs. Texas of 1957,” Mrs. | 
Louis F. Hale, of Kilgore, | 
| Texas, receives a four-place | 
setting service of Gorham’s | 
| “Stardust” pattern from Myron 
Everts, president of Arthur 
A. Everts Co. in Dallas. The 
Everts firm provided sterling 
| flatware for the table-setting 
division of the Texas “Mrs.” 
contest. 











assure the consumer what he 
needs — “a good article, fairly 
priced and easily available.” 

Irving Chayken of Armstrong 
Jewelers, Inc., Hammond, Ind., the 
other retail jeweler, said: “‘Natu- 
ral factors that affect our business 
are in our favor, but the human 
element, as we know it today, will 
work against us.... 

“Statistics show an increasing 
population for years to come, and 
we'll never live to see changes in 
romance and sentiment. 

“But, generally speaking, we are 
probably the least aggressive in- 
dustry in the entire picture. We 
hope that holidays, fashions and 
basic needs will bring customers 
across our thresholds. In our 
present economy, and _ probably 
even more so in the economy to 
come, no industry can sit and 
wait. ... But I have faith in the 
ability and foresight of the people 
in our industry. I believe we will 
rise up to the dangers facing us.” 


The Jeweler’s Assets 


Melvin S. Cohen of A. Cohen & 
Sons Corp., New York, said the re- 
tail jeweler has some marked ad- 
vantages in his battle for busi- 
ness. “As a watchmaker, he offers 
an essential service; he must pro- 
tect this integrity and _ traffic- 
builder. Many jewelers are estab- 
lished leaders of credit selling. 
The need of consumers for this 
service has never been greater. 


The principal profit commodities 
of the jeweler are diamonds and 
jewelry. These are sold to a great 
extent on the basis of confidence, 
fair dealing, a nice shopping at- 
mosphere—a perfect situation for 
retail jewelers.” 

Jewelers, he said, should protect 
their reputation for fair dealing, 
become community leaders, pro- 
mote honestly and creditably (free 
watch inspection twice a year to 
build traffic for cash jewelers, and 
account openers for credit jewel- 
ers) and emphasize these things: 

“Comfort of shopping, prestige 
of gift origin, delivery service, 
double guarantee (the manufac- 
turer and his store), the sincere, 
able counsel that he is qualified to 
give, and credit service where ap- 
plicable to his operation.” 

To win back business now going 
to discount houses, house-to-house 
canvassers and a variety of other 
stores, John A. Goll of Baldwin- 
Miller Co., Indianapolis, said jew- 
elers should: 

(1) Increase traffic through a 
big costume jewelry department 
and a good selection of shaver 
parts and shaving aids. 

(2) Use any good excuse to run 
a promotion (January clearance 
sale, Valentine’s Day, Mother’s 
Day, graduation, etc.), “to turn 
slower moving inventory into cash 
... and give him a chance to offer 
his customers new items and out- 
standing values.” 

Manufacturers, he said, could 
improve the selling abilities of re- 
tail salespeople through visits by 
factory representatives and sales 
meetings in larger cities. 


Turnover in Appliances 


Small electrical appliances give 
jewelers a somewhat lower mark- 
up than regular jewelry merchan- 
dise, but a faster turnover, said 
Allen W. Rork of General Electric 
Co. At present, 15 per cent of the 
$69 million sale of electric clocks 
is done by retail jewelers. 

“The scenery has changed,” 
John B. Stevens, vice president of 
sales for International Silver Co., 
summed up. “But it has not placed 
any less of a premium upon the 
qualities of service and reliability 
which have always been attributes 
of all good jewelers. 

“Where is the retail jewelry 
business going? It could be, I sup- 
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pose, swallowed up in the mael- 
strom of big mercantile competi- 
tion. But I don’t think it will be if 
the jeweler properly orients him- 
self in today’s market, sets him- 
self up as a specialist in good ser- 
vice, capitalizes on the featuring 
of branded products, and estab- 
lishes himself as headquarters for 
gracious living.” 


Officers Are Re-named 


At the closing session, June 7, 
Melvin Cohen described plans for 
“Operation Cherub — 1957” and 
Edward M. Ryan of the Dartnell 
Corp. discussed “Stimulating Em- 
ployees for Self-Improvement.” 

Officers were re-elected as fol- 
lows: Theodore Gorenflo, Jr., pres- 
ident; Frank J. Heyne of Heyne & 


Groves, Inc., Toledo; Reynolds 
Butler and Melvin Cohen, vice 
presidents; and F. Clarke Bechtel 
of Joseph B. Bechtel & Co., Inc., 
Philadelphia, treasurer. 

Thomas A. Fernley continues as 
secretary and Robert C. Fernley 
as assistant secretary. 

Melville D. Lumbard of the 
M. A. Lumbard Co., Des Moines; 
Albert Freyer of Samuel Wein- 
haus Co., Pittsburgh, and Leonard 
Luria of L. Luria & Son, Inc., New 
York, were re-elected to the execu- 
tive committee. Thomas Blair of 
A. C. Becken Co., Chicago; Cher- 
rington Fisher of Harry Green- 
wold-Wallenstein, Mayer Co., Cin- 
cinnati, and Francis O. Ewbank of 
Dunn-Ewbank, Inc., Tampa, were 
also elected to the committee. 
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ALL-AMERICANS: Above, Anson representative T. Lawson Wilkinson 
presents a wardrober to the Bergeson family of Shelley, Idaho, for “best 
typifying the ideal in American life” in Anson’s All-American Family 
Search contest. Below, Anson salesmen who distributed largest number 
of Search promotional kits, and their wives enjoy expense-paid vaca- 
tions in Miami Beach. Left to right: Mr. and Mrs. Jacob J. Asekoff of I. 
Albert’s Sons, Inc., Boston; Mr. and Mrs. Eugene Ray Katz of Sandown 
& Kendall, Memphis; Mr. and Mrs. L: A. Charbonnet of J. C. Wilfert Co., 
Crowley, La.; Mr. and Mrs. Hubert Finley of Phillip Wolman Co., Los 
Angeles, and Mr. and Mrs. George Trotter of A. C. Becken, Chicago. 
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Fetter, American Time Founder, 
Receives “Free Enterprise’ Honor 






Charles H. Fetter, founder and 
president of American Time Prod- 
ucts Inc., has been honored for 
his work in electronics by the Free 
Enterprise Awards Association. 

A plaque, awarded at a dinner 
May 28 at the Waldorf-Astoria 
Hotel, New York, honored him as 
having earned “an enduring place 
in the history of American en- 
deavor—symbolizing the success 
possible under our Free Enter- 
prise system.” 

Fetter, who worked at various 
jobs while attending Penn State 


- University, participated in the de- 


velopment of a device for photo- 
graphing and timing races, which 
was first used at the Olympic 
Games in 1932. In 1937, he founded 
American Time Products Inc., 
which is now the largest producer 
of watch timers in the world. 





Gordon Succeeds Withers 
As Towle President 


The Towle Manufacturing Co. 
board of directors has fully en- 
dorsed the recommendation of 
resigning President Charles C. 
Withers that he be succeeded by 
Elliot M. Gordon, former Gorham 
vice-president and general man- 
ager. The management switch is 
effective July 1. 

Withers plans to enter the area 
of consulting and teaching, an 
idea which he said he has enter- 
tained for a number of years. 

Other Towle organizational 
changes include the appointment 
of Joseph L. Morrow as man- 
ager of field sales, and the recent 
ascension of Read McLean to the 
marketing vice-presidency. 
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HIA Convention Favors Continuing Merger Talks 
With UHAA: Adopts Group Insurance Plan for Members 


Endorsement of further merger 
talks with the United Horological 
Association of America, and adop- 
tion of a group insurance program 
for all members, were major 
achievements of the convention of 
the Horological Institute of Amer- 
ica May 19-20 at Washington, 
D. C. 

Possibilities of uniting with the 
UHAA, first discussed by a 10- 
man UHAA-HIA merger study 
committee in Sioux City before the 
UHAA convention in April, were 
considered in detail, according to 
Richard W. Slaugh, Institute pres- 
ident reelected for 1957. No date 
has been set for further merger 
talks, however, Slaugh said. 

Adoption of the group insurance 
program will provide on-the-job 
medical and accident protection 
for HIA members. 

Among the guest speakers at 
the convention were Ben Lipton 
of the Joseph Bulova School of 
Watchmaking, Dr. J. A. Van Horn 
of Hamilton Watch Co., and Bob 
Gasser of Benrus Watch Co. 

Officers reelected, in addition to 
Slaugh, are D. W. Leverenz of 


Illinois, executive vice-president; 
Hamilton E. Pease of Rhode Is- 
land, first vice-president; George 
T. Gruen of Ohio, treasurer; and 
regional vice-presidents Henry B. 
Fried of New York; Ray F. Soucie 
of Illinois; Theron Sowers of 
California and Harold Calvert of 
Indiana. 

Newly-elected regional vice- 
presidents are W. Bricker of Flor- 
ida and Dren Duffy of Texas. 
Arthur F. Beck was reappointed 
executive secretary. 


Lunt Silversmiths Purchase 
King Silver Co. Assets 


Lunt Silversmiths, Greenfield, 
Mass., large all-sterling silver- 
ware manufacturers, recently pur- 
chased the assets of the King 
Silver Co., South Boston, Mass. 

The King Silver Co., formerly 
the Richard Dimes Co., manufac- 
tured silver hollowware, including 
Early American reproductions. 

Lunt will move King Silver’s 
machinery and equipment to its 
plant in Greenfield, and expects 
to add King’s line to its own. 





MR. EASY AND MRS. AMERICA: Singer Perry Como helps 
newly-chosen Mrs. America (center) and runners-up display dia- 
monds worth $5 million from collection of Baumgold Bros., Inc., 
580 5th Ave., New York. The jewelry was modeled on NBC-TV’s 
nationally colorcast “Perry Como Show.” Mrs. America wears the 
pear-shaped Transvaal diamond. Mrs. Arizona (second from left) 
shows off the Kimberly diamond, and Mrs. Louisiana (right) 
wears the newly-cut 55-carat round-shaped Baumgold diamond. 
Gertrude Gold, Baumgold advertising manager (left), holds neck- 
lace of emerald-cut and pear-shaped diamonds. 





| “H” IS FOR HOPE: Robert E. 

| Mohr (center), director of sales 

for U. S. Time Corp., poses 

after signing a $2,160,000 NBC- 
TV contract to svonsor six Bob 
Hope Shows in 1957-1958. NBC 
Vice-President William R. 
Goodheart, Jr., and Peck Ad- 
vertising Agency executive Sid- 
ney Garfield also took part in 
what is reportedly the highest- 
priced contract ever signed for 
an hour-long television series. 
The program will advertise 
Timex watches. 


Waltham Proposes Division 
Into Two Corporations 


The 107-year old Waltham 
Watch Co. has submitted for 
stockholder approval a proposal to 
divide the firm into two separate 
corporations, one to produce pre- 
cision instruments, and the other 
to develop and market watches 
and clocks for consumer use. 

A stockholders’ meeting sched- 
uled for July 1 at Waltham, Mass., 
wil! be asked to approve the sepa- 
ration of the Waltham Watch Co. 
of Massachusetts into the Wal- 
tham Precision Instrument Co. 
and the Waltham Watch Co. of 
Delaware. Under the plan stock- 
holders would receive shares in 
both companies. 

Earlier this year, Waltham re- 
entered the consumer watch field 
with a new 150-model line, and 
created a 2l-man sales force to 
sell the watches. Previously, job- 
bers had handled Waltham sales. 

Waltham treasurer Seth Harri- 
son said the proposal is being con- 
sidered because “watch marketing 
is a highly specialized operation”; 
by dividing the instrument and 
watch manufacturing operations, 
“both corporations should show 
increased earnings.” 
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Presentation of the “first copy” 
of the official W.M.D.A.A. Catalog 
of Genuine Watch Parts to out- 
going President Edward L. End- 
man distinguished the llth an- 
nual meeting of the Watch Mate- 
rial Distributors Association of 
America June 1-2 at the Park 
Sheraton Hotel in New York. 

Endman has figured prominent- 
ly in work on the catalog, which 
has been proceeding during near- 
ly half of the association’s life- 
time. About 60,000 copies will be 
distributed to jewelers and watch- 
makers this summer. The catalog 
contains 404 pages and cost more 
than $85,000 from the initial idea 
to the final mailing. 


W.M.D. A A Convention velebrates “World Premiere” of Official Watch Parts Catalog 


HAPPY EVENT: Some 250 guests rise to the occasion as the 11th annual W.M.D.A.A. convention banquet commences. 





Some 250 guests at the banquet 
saw Pierre Borel of Jules Borel 


& Co., Kansas City, Mo., installed 
as new president. Stanley G. 
House, executive director, pre- 


sented the traditional gift gavel 
to retiring president Endman. 
Leon H. Johnson, retiring Elgin 
Watch Co. official, received a 
hand-illustrated scroll of honor. 

At the convention business ses- 
sions, five panel discussions, and 
equally as many film talks and 
demonstrations, covered a multi- 
tude of industry problems and 
promotion activities. 

Besides Borel, other newly 
elected officers and directors were: 
Seymour Marcum of Norvell Mar- 





PROUD OWNER: Edward L. Endman, outgoing W.M.D.A.A. President, receives 
the first press edition of the association’s long-awaited Official Catalog of Gen- 
uine Watch Parts from Executive Director Stanley G. House. Principal leaders of 


the association’s short history include, left to right: 
Nat Moss, former first vice-president; 


ident; 


William R. Katz, past pres- 
Sydney Prague, past president; 


Endman; Henry B. Fried, catalog editor; House; Eugene Sobel, past president; 


Pierre Borel, new Association president; 


Eugene Swigart, past president. 
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James O. Trader, former treasurer; 





cum, Tulsa, Okla., first vice-presi- 
dent; William Swartchild Jr. of 
Swartchild & Co., Chicago, second 
vice-president; Earle Bechtel of 
Joseph B. Bechtel Co., Philadel- 
phia, treasurer, William Sonntag 
of Primrose Jewelers Supply, Salt 
Lake City; Charles Kaplan of 
Columbus Jewelry Supply, Colum- 
bus, Ohio, and Morris Beresh of 
M. Beresh Co., Detroit, all di- 
rectors. 


Gemex Offers Franchise Plan 
To Boost Distributors’ Sales 


According to a recent announce- 
ment by Gemex Corp., Union, New 
Jersey, the firm is offering dis- 
tributors a franchise plan with a 
coordinated watchband sales and 
promotion program claimed to be 
unique in the field. 

According to Harold N. Leit- 
man, firm president, the Gemex 
plan will operate with selected dis- 
tributors handling Gemex as their 
quality watchband line on a vol- 
untary basis allying with other 
watchbands in price and merchan- 
dise ranges not covered by the 
Gemex line. Leitman said the vol- 
untary franchise plan _ includes 
absolute price maintenance by 
Gemex, the right by retailers to 
return up to 10 per cent of un- 
sold inventory to Gemex at full 
cost, a cooperative advertising 
program, and protection of whole- 
saler on discontinued merchan- 
dise, through advance notice. 
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Now Available From All Good Dealers 


or Write to Importers 


FOR FASTER WORK 
MORE PERFECT WORK 


GRINDING STONES 
“KEEP SHARP LONGER” 


Control the quality of your precision 
work with famous Busch high quality 
Germcn Tungsten Vanadium Stee! Burs. 
FAMOUS SINCE 1905.) OVER 100! 
HAPES AND SIZES ... one to meet 
every need... every operation. Can be 
used on any flexible shaft machine or 
drill on plastics or any metal, hard or 
soft. ALSO REAMERS AND MOUNTED 
GRINDING STONES. BUSCH-WIDIA 
(carbide) burs now available in large 
assortment. 


SAVE TIME, TROUBLE & 
MONEY IN YOUR PLANT 


Write Today for FREE FOLDER ‘'K"’ 
& Money Saving Price List 


PFINGST & CO., INC. 


(Exclusive U. S. Importers) 
60 Cooper Square, New York 3, N. Y. 
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Chicago Jewelers Association 
Elects New Officers for '57 


The Chicago Jewelers Associa- 
tion held its annual election of 
officers and directors recently. All 
1956 officers were re-elected for 
the 1957 term. They are: Alvin A. 
Lauschke of Handy & Harman, 
Inc., president; Marshall Spies of 
Spies Bros., Inc., vice president; 
Al Greene of Longines-Wittnauer 
Watch Co., Inc., treasurer; and 


Francis Healy, secretary. 

The following new directors 
were also elected: George Beduze 
of Anson, Inc.; Fred Warnecke of 
Benstock, Inc.; D. J. B. Prins of 
Son & Prins Co., Inc.; William J. 
Kaufman of A. Hirsch Co., Inc.; 
Fred J. Hertel of Elgin National 
Watch Co., Inc.; Vincent J. New- 
man of the Jewelers Board of 
Trade; Wilbur Crueton of Newall 
Mfg. Co., Inc.; William Newhardt 
of Oneida Ltd.; and James Swart- 
child of Swartchild & Co., Inc. 


CHICAGO JEWELERS ASSOCIATION OFFICERS AND DIRECTORS: The 
officers and directors of the Chicago Jewelers Association shown above are: 
Seated (left to right) Francis V. Healy, secretary; Marshall Spies, vice presi- 


dent; Alvin Lauschke, president; and Al Greene, treasurer. 


Standing (left to 


right) are directors: Vincent J. Newman; Jack B. Prins, William J. Kaufman, 


Wilbur Crueton, and William Newhardt. 








U. §. May Need Act of Congress 
To Sell Stockpiled Diamonds 


Uncle Sam is having a tough 
time getting rid of some $2.3 mil- 
lion worth of gem diamonds ac- 
quired during the Korean War for 
reasons now slightly obscure. 

Most of the diamonds were 
seized by customs officials when 
they nailed smugglers. But they 
were put into the government’s 
stockpile along with industrial 
diamonds instead of being sold. 
Of the total, some as large and 
two and three carats, $1 million 
are cut and polished, and the rest 
are “cuttable,” government offi- 
cials say. 

They could conceivably be used 
for industrial purposes, but 
money-conscious government au- 
ditors figure the taxpayers will 
make out much better if they’re 
sold for cash. 

The problem is how to sell them. 
Stockpiled materials can’t be sold 
unless they can be classified as 


“obsolete.” The gem diamonds ob- 
viously can’t be so classified. 
Only way out now appears to be 
a special act of Congress permit- 
ting the sale. A bill has been in- 
troduced which would permit the 
government to trade the gem 


stones for industrial diamonds, 
but officials would rather sell 
them for cash. 


Gruen Announces New Fall Lines, 
Lauds Spring Sales Successes 


Gruen marketing vice-president 
Maury Ash, speaking at the semi- 
annual sales meeting of the firm 
in New York paid tribute to the 
sales force for its record Spring 
industry watch sales. 

Ash also outlined plans for the 
coming season. He emphasized 
that Gruen intends to help the re- 
tailer in his local market. 

Included in the 1957-’58 line will 
be a diamond watch series, the 
“Super G” line, the Calypso series 
and new packaging designs. 
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Watchmate is 
engineered thin! 


Not tapered like other 


so-called thin bands 
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HEADQUARTERS 
for Nationaily 


Known Lines 


In our own building with Greater 
Facilities for Better Service 





AMITY U S$ TIME ALVIN 
NORELCO SEMCA EVANS 

ARVIN INGRAHAM SCHICK 

CASCO ULYSSE NARDIN WectincHousE 
WEST BEND WATERMAN 

DELTAH SPEIDEL DORMEYER 
RUMPP HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


-NJA Needs More Proxies 





To Meet Merger Requirement; 
ANRJA Has Necessary Votes 


Merger of the two national or- 


| ganizations of retail jewelers has 


almost been accomplished — but | 


not quite. 


Support from two-thirds of both | 
| sets of members was needed to | 


- cement the union, and the organi- 


North Carolina Retail 


Catalog Twice Yearly * Ask for Yours Today 


JOSEPH HAGN COMPANY 


Whelesalers Since 1911 


325 West Medison Street, Chicago 6, Minols 
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zations held separate meetings on 
June 12 to count the proxies. 

The American National Retail 
Jewelers Association, meeting 
briefly in Chicago, had proxies 
from more than 70 per cent of its 
members, well over the two-thirds 
requirement. 

But the National Jewelers Asso- 
ciation, convening the same day in 
New York, found itself a few votes 
short. With disappointment, it ad- 
journed the meeting for a few 
weeks until more proxies could be 
obtained. 


No voice was raised against the | 


proposed union at either meeting. 

Several other legal steps must 
be taken before ANRJA and NJA 
become “RJA”—the Retail Jewel- 
ers of America, Inc. Philip E. 
Hoffman, chairman of the coordi- 
nating committee, and directors of 


RJA will discuss these steps and | 
outline the aims and purposes of | 


the united organization at the na- 
tional conventions this summer. 





Virginia, North Carolina RJAs 


See Hope Diamond 

Members of the Virginia and 
Jewelers 
Associations, in Roanoke, Va., 
May 5-7 for a joint convention, 
saw the famed $1 million, 44% 
carat Hope Diamond on display. 


ton of New York. 
The North 
























. Selling Committees creates 
profitable “Group Business"! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
wood & Cocobolo) & Ivory 
Plastic. Sizes; Ladies’, Men's 
Medium, Men's Large. Cases; 
Bands - Nontarnishing Sterling 
Silver & Bronze; We engrave, 
mount and ship at once. 


AN ILLUSTRATED 
GAVEL BROCHURE 
Helps make Sales 


FREE — OPEN 
DISPLAY .. 
Items at 50% ‘Disc. 


FREE — WALNUT 
DISPLAY .. 
Items at 50% ‘Disc. 


BECOME "GAVEL EB 
HEADQUARTERS" 

: Increase your volume 
~ WRITE TODAY! 
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Broken Stones Bought 
Re-cutting for the Trade 


We specialize in stones !/> ct. 
to 2 ct.——all shapes 
You make more profit because 
you buy “DIRECT” 

We ship to you on 
memorandum only! 


"You pay only when you sell.’ 
BANKING REFERENCES UPON REQUEST. 


JACK BLAUWEISS 
Plaza 7-2413 


New York 36, N. Y. 





22 W. 48 St. 


BO OOOOH OOO 649OO64O46OOOOO% 
The gem is owned by Harry Wins- | 


Carolina RJA re- | 


elected Robert Berman of Wil- | 


mington president for 1957-58. 


H. J. Stockard of Raleigh was re- | 
| elected secretary. Newly elected 
| as third vice president is L. A. 
| Johnson of Raleigh. 


The Virginia RJA’s new officers 
are: George B. Hardy of Norfolk, 


president; Victor A. Heiner of 
Roanoke, vice-president; Walter 
M. Dixon of Staunton, second 


vice-president, and Alvin B. Fink | 
of Roanoke, secretary-treasurer. 














OPALS 


EVERY 
MOUNTING 


Manning Opal Corporation 
151 West 46th St., New York 36, N.Y. 
Plaza 7-4725 





















Aristocrat of 
Cutlery for 
the Table 


hoy 

& p 

Northampton genuine 

Mother of Pearl . . 

lends grace and charm to 

the formal table. 

Unsurpassed for 

sheer natural beauty 

with gleaming, 

mirror stainless 

steel blades — 

sterling : 

silver 

ferrule. Exquisite five 

piece place setting 
— thirty dollars, 
Serving pieces —— 

five to twelve 


dollars. 


THE CLEMENT COMPANY 
subsidiary of 
NORTHAMPTON 
CUTLERY COMPANY 
Northampton 2, Mass. 
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Each so thin, so slim that 
Watchmate has up to 





10 more links than 
other bands! (\ 

1, VILL, j 
A NEW CONCEPT IN WATCHBAND DESIGN 
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IRS Clarifies Meaning 
Of Carrying Charge Ruling 


The Internal Revenue Service 
has made slight changes in its re- 
cent ruling exempting most retail 
credit charges from the retail ex- 
cise tax. The basic principles of 
the ruling, however, remain un- 
changed, according to Bernard N. 
Burnstine of the Jewelry Industry 
Tax Committee. 

The original ruling said, “One 
of the conditions under which a 
service charge could be considered 
a bona fide carrying charge is that 
the customer be given the oppor- 
tunity to obtain a refund of the 
charge proportionate to any ac- 
celerated payment of the account.” 

What was really meant, IRS ex- 
plained in a letter to Burnstine, 
was that the service charge would 
be a bona fide carrying charge if 
“accelerated payment of the ac- 
count resulted in the customer re- 
ceiving a credit or adjustment pro- 
portionate to the accelerated pay- 
ment.” 

A second change in the carry- 
ing charge ruling “provides that 
the purchaser have knowledge of 
the service or finance charges.” 

The original IRS ruling had 
stated that the service charges 
could be considered as bona fide 
carrying charges (and thus ex- 


——— 








empt from the excise tax) “pro- 
vided it [the service charge] is 
shown as a separate item on the 
invoice furnished the customer or 
may be readily determined from 
the records of the retailer.” 

IRS said that retailers should 
not interpret this to mean that the 
service charge could be a matter 
“wholly within the knowledge of 
the retailer.” “The customer,” IRS 
explained, “must be aware of the 
service charge either by entry on 
the invoice ...or...on some 
other document pertaining to the 
transaction of which the cus- 
tomer has knowledge.” 


Peterson Outlines Fall Program 
At Feature Ring Sales Meeting 


Henry Peterson, president of the 
Feature Ring Co., told the firm’s 
recent semi-annual sales confer- 
ence about new styling techniques 
and advances in craftsmanship. 

Peterson outlined the advantages 
that the newly-patented Feature- 
Glo “Gem-on-Gem” setting gives 
the retailer in terms of “trade-up.”’ 

Felice Schrager, advertising di- 
rector, discussed Feature Ring pro- 
motion displays for Fall, including 
the new color and design ap- 
proaches. The Fall program will 
soon be presented to _ retailers 
through authorized Feature Lock 
wholesalers. 


RONSON CORPORATION MID-YEAR SALES MEETING: Sales representa- 
tives and executives group in front of Ronson’s giant, new lighter plant at 
Delaware Water Gap, Pa., during recent mid-year sales meetings. Louis V. 
Aronson, II, president, is in front row sixth from left. Other executives in this 
row, left to right: Dr. Robert L. Cantor, director of training; Jack D. O’Connor, 
Western regional sales manager; Nathan Karzen, Eastern regional sales man- 
ager; George W. Hill, field sales manager; Herbert M. Stein, general sales 
manager; Aronson; Nathaniel S. Rosengarten, manager, accessories sales divi- 
sion; James D. Grant, shaver product manager; Jerome Hornig, lighter product 
manager; and Bernard Dwortzan, advertising manager. 
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NYE Porpoise | 
Jaw 
The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 












LIFETIME 
GUARANTEED! 











\ WASH. 


CIGARETTE LIGHTERS 





@ Dynaflex sparking action 


at no extre cost. 
® Choice of Styles ond 


colors. 
® FREE repoir service for life! 
4t finest stones 
caasl-la-coasl b 
Write for free Pat Pend 
full-color 
brochure ... Pocket Lighters $2.25 to $6.95 
G & S Mfg. Co., | Table lighters $12 to $20 


Nashville, Tenn. 


Write for Our Annual Red Book | 


The Jewelers Catalogue 
HARRY GREENWOLD 


WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinnati 2, Ohio 








Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 


Established 1880 

(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 

Telephone: DEarborn 2-3407 

MEMBER 

Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 


29 Paet Madicnn Street. Chicago3.Mlinois | 





Jor over 40 Meare 


WEDDING INVITATION 


“The Finest Engraving that can be made” 


WILL ECKER & CO. 


414 N. TWELFTH BLVD. + ST. LOUIS 1, MO. 


Exclusive Deweler Dealerships 


Be 














“Watch Fashion Parade’ 
Scheduled for Oct. 7-19 


The 1957 “Watch Fashion Pa- | 
rade” promotion will take place | 
industry | 


Oct. 7-19. The annual 
event is expected to be a major 
merchandising effort by retail 


jewelers throughout the nation for | 


showing the newest styles and 
features of quality jeweled-lever 
watches. 

Support to participating jewel- 


ers is planned by the Watchmak- 


ers of Switzerland. Free promo- 
tional aids will include a window 
display piece, ad mats for local 
use and other merchandising 
helps. 





Minnesota Licensing Law 
Found Unconstitutional 


A 13-year old Minnesota law re- 
quiring watchmakers and watch 
repairmen to obtain State licenses 
was ruled unconstitutional recently. 

Reason given for voiding the 
law was that “it was not necessary 
for the protection of the health, 
safety, morals, and welfare of the 
people.” 


Leading Industrial Designer 


er 


Will Style Gemex Watchbands | 

































Expansion center blends 

with matching non-expanding 
flexible ends. Hand polished 
mirror finish! 








| size rings fo fit 
your customers 


NEW 



























SIZER 








ALLOWS SMALL 








INVENTORY 

















Industrial designer Richard Ar- 
bib, winner of national design 
honors in a wide range of product 
fields, has been retained by Gemex 
Corp. as a style consultant to its 
sales and design departments. 


Arbib, best known for his 


“Astra-Gnome,” futuristic proto- 


type automobile featured on a re- 
cent Newsweek magazine cover, 
will design Gemex’s ladies’ and 
men’s watchbands in metal and 
leather, and will develop packag- 
ing and display motifs. 












@Expanding mandrel 
accepts rings from 
sizes 1 to 15. 

@ Upright mandrel en- 
ables easier sizing 
of rings. 







@No scratching 
No marring. 















@Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 





only 9950 
Time Payments 
END FOR LITERATURE 
NEW HERMES 
PRODUCTS CORPORATION 
13-19 University Place, N. Y. 3, N. Y 































Glass “Protecto 


Watch Domes 
3" dia. x 4%" high 


Add these attractive, lustrous GLASS (not 
Plastic) watch domes to your line—your most 
discriminating customers will be enthusiastic 


about them. 


Base available in Ma- 
hogany, Walnut, 
Ebony or Blonde finish. 
Individually packaged 
for full protection and 


ease of handling. 


Vy doz. lots 


Dozen lots 


F.O.B. Chicago 


Write for complete list of sizes and prices of 
clock domes, and domes with bases. Ideal for 


covering figurines, art objects, trophies, etc. 


CRYSTAL GLASS TUBE 
& CYLINDER COMPANY 
1317 South Chicago Ave., Chicago 19, Illinois 























You need no longs or shorts, 
exclusive J-B Multi-Size 
lets you change the size 
to fit the sale! 


FOR HELPING THE OPPRESSED: Stephen W. Hoffman (second from 
right), of Diamond Distributors, Inc., receives a scroll for “distinguished 








service” to the jewelry industry and “tireless devotion to the United 
Jewish Appeal.” Presentation was made by Milton Weill (second from 
left) at the May 16 jewelry industry dinner for the UJA at the Essex 
House in New York. Dave Kay (right), jewelry industry UJA chairman, 
and Max Jacoby of Jacoby-Bender, last year’s chairman, look on. Some 
300 members of the jewelry industry at the dinner contributed more than 
$550,000 to help oppressed Jews in Egypt, North Africa and Europe. 





New Enterprises 


® East 

Emile Binette Jr. at 241A Union 
Ave., Normandin Square, Laconia, 
N. H. 

Irving Ring Jewelers, Inc., branch 
store in Newark, Plaza shopping 
center, Rochester, N. Y. 

Abelson, Inc., 14th store in Garden 
State shopping center, Paramus, 
N. J. 

Leonard Talner Jewelers, branch 
store in the Minskoff retail build- 
ing at East Post Rd. and South 
Broadway, White Plains, N. Y. 
Best Jewelers, branch store in 
Northern Lights Shoppers City 
shopping center, Beaver, Pa. 


© Midwest 

Charles Derifield in the Park Cen- 
tral Hotel building, Gallipolis, O. 
Winston Jewelers, second store at 
22085 Michigan, West Dearborn, 
Mich. 

Wiltgen Jewelers in Emmetsburg, 
lowa. 

Davey’s Jewelers, fourth store at 
332 Main St., Hobart, Ind. 

Meyer Jewelry Co., Inc., its sev- 
enth store, in the Sears Lincoln 
Park shopping center, Southfield 
and Dix, Detroit. 


© South 
M. M. Daves at 200 Bankhead 
building, New Albany, Miss. 


Sea Gull Antiques, Baltimore. 
Whittington’s, a branch store in 
the Edmondson Village shopping 
center, Baltimore, Md. 

Carl A. Doubet, branch store in 
the Mondawmin Mall shopping 
center, Baltimore. 

Cestelberg’s, branch store in the 
Mondawmin Mall shopping center, 
Baltimore. 


® West 

Ray Stullick, branch store in the 
D&R building, Aberdeen, Wash. 
Barry’s Jewelers on the Kilgore 
Highway one block west of South 
High St., Longview, Tex. 

Smith Village Jewelers in Village 
shopping center, Beaumont, Tex. 
Laufman’s fourth store at 1138 
Travis St., Houston, Tex. 


Remodeling 


® East 

Hugh J. Mosbacher, Chestnut St., 
Meadville, Pa. 

Morton Jewelers, 75 E. Commerce 
St., Bridgeton, N. J. 
Rochester-Rudolph’s, Inc., 125 
Main St., E., Rochester, N. Y. 
Michaels, Inc., 926 Chapel St., 
New Haven, Conn. 


© West 
Arnold’s Jewelry Store, 345 E. 
Colorado St., Pasadena, Calif. 
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S. Donchi has resigned as presi- 
dent of Bond Diamond Co., Inc., 
and Schuman & Donchi, Inc., 
both of Newark, N. J. Mr. Donchi 
has formed a new company, 
S. Donchi, Inc., at 17 Williams St., 
Newark. Aaron Goodworth, Mr. 
Donchi’s former partner, will head 
the reorganization of Bond Dia- 
mond Co., Inc. 


A 12-foot grandfather’s clock, 
built 151 years ago by an English 
astronomer, Sir William Herschel, 
went on exhibit May 18 at the 
American Museum-Hayden Plan- 
etarium, New York. The property 
of Fordham University, it has 
been loaned to the Planetarium on 
a long term basis. 


John Ferraro of Rochester, N. Y.., 
was awarded a graduate gemolo- 
gist diploma by the Gemological 
Institute of America, Los Angeles. 


Michael Chovanes is owner-man- 
ager of the jewelry department of 
Brights Store, Lansford, Pa. He 
was formerly associated with John 
Fellin of Hazleton and various 
other jewelers in the East. 


Fred Muth of C. Fred Muth, Inc., 
Jenkintown, Pa., has been com- 
missioned by the Wagner Free 
Institute of Science in Philadel- 
phia to give a series of 14 lectures 
on gems starting Jan. 8, 1958. 


Harry C. Maybaum of Maybaum 
Brothers, Inc., New York, sailed 
June 20 to visit European diamond 
markets, and the genuine pearl 
and colored stone markets in 
Paris. 


Crown Silver, Inc., 366 5th Ave., 
New York, manufacturer of sterl- 
ing hollowware, has taken over 
the Hasselbring Manufacturers, 
Inc., line. Crown has obtained the 
services of a number of Hassel- 
bring employees, and is currently 
accepting orders from Hassel- 
bring customers. 
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The Industrial Diamond Associa- 
tion of America, Inc., Pompton 
Plains, N. J., held its 12th annual 
convention recently and elected 
the following officers for the com- 
ing year: Willard L. Huber of 
Diamond Tool Research Co., Inc., 
New York, president; Morris Win- 
ston of Diamond Drill Carbon Co., 
New York, first vice president; 
and Donald J. Wallace of Wheel 
Trueing Tool Co., Detroit, second 
vice president. 


Wiss Sons, Inc., Newark, N. J., is 
celebrating its 109th anniversary. 
Starting in 1848 as a small shop, 
it now boasts four jewelry and 
gift shops in Newark, East Orange 
and Montclair; and a gift shop in 
Koos Bros. furniture store, Rah- 
way. 


Recent meetings of the Horologi- 
cal Society of New York, Inc., were 
addressed by Charles Snow of 
Long Beach, Calif., and Henry 
Fried, technical director of the 
Watch Material Distributors of 
America, who discussed the new 
catalog. On June 10 members met 
at the New York University fac- 
ulty club and visited the James 
Arthur watch and clock collection. 


Myer B. Barr, president of Asso- 
ciated Barr Stores, Inc., Philadel- 
phia, was honored recently by 
Mayor Charles Le Bon of Antwerp, 
and Romi Goldmuntz, president of 
the Belgium Diamond Industries, 
at Antwerp Town Hall after an 
address before the Belgium Dia- 
mond Dealers Association. 


Reuben N. Popkin, diamond im- 
porter of 580 5th Ave., New York, 
recently returned from a buying 
trip in the European diamond 
markets. 


Benjamin Yaseen of Yaseen’s 
Jeweler’s, Inc., Niagara Falls, has 
been elected vice president of a 
newly formed merchants associa- 
tion in the Falls Street area. 















PEARLS 


NECKLACES and 
- EARRINGS ¢ 
/ t attractive pric $3 






















































JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38. N. Y. 








Contour ends follow the shape 
of the wrist... gently... 
securely... naturally. 

































ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 
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YOUR NEW ENGLAND 
DISTRIBUTOR 


OF 
NATIONALLY ADVERTISED 
LINES 


"The Finest Service’ 


J. A. SILVER CO. 
167 George St. New Haven, Conn. 











LOUIS F. 
GUINESS, INC 


: | CREATORS | 


373 WASHINGTON ST OF INTEGRITY 
BOSTON 8, MASS 





Never before such fabulous 
beauty .. . such irresistible 
value! Defies comparison! 


A NEW CONCEPT IN WATCHBAND DESIGN 


TOP W& Hat. 
CHARMS 


Sold only direet te Retailers 
WELLS MFG. CO. ATTLEBORO, MASS. | 
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Providence Jewelers Club 
scheduled the following 
events: October 29, the annual 
meeting; November 27, annual 
Harvest Dinner Dance; and De- 
cember 17, Christmas cocktail 
party from 5:00 to 7:00 p.m. All 
events will be held at the Crown 
Hotel, Providence. The Manufac- 
turing Jewelers Sales Association, 
Inc., will hold a dinner dance in 
the ballroom of the Sheraton- 
Biltmore Hotel, Providence, on 
November 10. 


The executive committee of the 
United Jewelry Show confirmed 
October 26 through November 3 
as the dates of the spring show 
to be held in Providence. The 
committee for the 1957-58 period 
is made up of the following: Ed- 
ward J. Deignan, Harry R. Auer- 
bach, manufacturers representa- 
tives; Arthur C. Micallef of A. 
Micallef & Co., Inc.; Albert P. 
Marcello of Imperial Pearl Co., 
Inc.; Jack Fleisig of Futurcraft 
Co., Inc.; and William D. Lupo of 
Rawl Mfg. Co. The show manager 
is Charles C. Buckley. 


The New England Guild of the 
American Gem Society met at the 
Hotel Commander, Cambridge, 
Mass., on June 13. Sidney De- 
Young, the speaker, illustrated his 
talk with an exhibit of unusual 
stones. 


Officers and directors of the Mass- 
achusetts and Rhode Island Retail 
Jewelers Association have been 
holding regional meetings 
throughout the area, discussing 
problems of the industry and 
stressing increased membership in 
the organization. Samuel Silver- 
man, attorney for the association, 
addressed groups in Worcester 
and Springfield. Directors Nor- 
man Sharfman and Norman Hal- 
pin acted as chairmen for the 
Worcester group, and Leo Simard, 
Jr., and Arthur Cooley were chair- 
men at Springfield. 


ENGLAND 


Gordon Bros., Boston, Mass., was 
retained to sell out the James R. 
Kay Jewelry Shop, Inc., Lawrence, 
Mass. Mr. Kay is retiring after 
40 years with the firm. He also 
retired as president of the Mass- 
achusetts and Rhode Island Jew- 
elers Association. 


Mrs. Ella J. Bird, gem consultant 
of Kennard & Co., Inc., Boston, 
presented a talk, Your Birthstone 
on Parade, at Jordan’s Fashion 
Center. Among the gems shown 


was the “Star of Lanka,” a blue 
star sapphire weighing 194 carats. 


In connection with the arrival of 
the Mayflower II at Plymouth, 
Mass., Shreve, Crump & Low Co., 
Inc., Boston, featured duplicates 
of the cargo brought over in the 
treasure chest aboard the vessel. 
D. L. Dorfman & Son, also of Bos- 
ton, featured the Sons of Liberty 
Bowl, by Paul Revere. 


Harold W. Wells, a jeweler from 
Somerville, Mass., was honored 
recently as “Man of the Year” by 
the Somerville American Legion 
Post. 


Charles E. Sherman has been 
named manager of Comet’s Jew- 
elers, Inc., Pittsfield, Mass. Mr. 
Sherman was formerly connected 
with Rogers Jewelry both in Pitts- 
field and Lynn, Mass. He was also 
associated with a New York firm. 


The employees association of 
Thomas Long Co., line., Boston, 
held its annual meeting May 28. 
The following officers were elect- 
ed: John Van Tassel of the whole- 
sale department, president; 
Gladys Hokanson of retail, vice- 
president; Agnes Jensen, secre- 
tary; and Melba Kazhal, treasurer. 


Roland Cadoret, of Cadoret Bros., 
Woonsocket, R. IL, has resigned 
from the firm. The business will 
continue to operate under Adel- 
bert and Raymond Cadoret. 
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J. Hershel Monroe, jeweler of 
Princeton, Ind., has a clever idea 
for a window display. Photographs 
of each graduating high school 
girl are placed in the window. 
Beside each picture is a sterling 
silver teaspoon of her choice. 
When the display is dismantled 
Mr. Monroe presents the spoon to 
the girl as a graduation gift. 


Sol Blickman of Rogers & Co., 
Inc., Indianapolis, and a director 
of the National Jewelers Associa- 
tion, recently returned from a 
week-long meeting of the associa- 
tion in New York. 


Mr. and Mrs. Clarence J. Wil- 
liams will celebrate their 50th an- 
niversary on July 21. Mr. Wil- 
liams is president of Williams 
Jewelry & Mfg. Co., Inc., Chicago, 
Ill. 


Indiana employers with four or 
more employees must withhold 
employees’ state income taxes 
starting July 1. Jewelers with 
fewer workers may do so with per- 
mission from their employees and 
the Indiana Department of State 
Revenue. 


John Leiner has resigned as sec- 
retary-treasurer of Benjamin AIl- 
len & Co., Inc., Chicago wholesale 
jewelers, and will manage the Sil- 
versmith Building, owned by the 
Benjamin Allen estate. 


ID-WEST 


watchmaker, has 
returned to Mount Vernon, Ohio, 
to work at the Russell E. Wise 
jewelry store. He has been living 
in Massillon, Ohio. 


Gerald Hayes, 


Glenn Freeman has rejoined the 
staff of the Green Jewelry Co., 
Inc., as manager of sales and pro- 


motion of the Ortmann Engrav- | 


ing Co., a subsidiary. 


Albert G. Drake has been appoint- 
ed manager of the new Goodman 
& Co. iewelry store recently open- 
ed in the Eastgate shopping cen- 
ter Indianapolis. 


Lee H. Hillman, Inc., Terre Haute, 
Ind., has changed its name, and 
is now legally known as Hillman 
Jewelers, Inc. Officers of the new- 
ly named corporation are listed 
as: George I. Felstein, president, 
and Allen Felstein, secretary. 


Leonard Carlson has joined the 
staff of Doerr-Langenes, James- 
town, N. D., as watchmaker. Mr. 
Carlson recently graduated from 
Elgin Watchmakers College. 


Jerry Neugebauer of Sturgis, 
S. D., invented a device called the 
GemSplay for showing loose dia- 
monds. On sale nationally, the 
invention holds the stone in a 
pivoted tweezer device, enabling 
the salesman to show it in various 
settings without danger of loss. 





Jake Levin of Jake Levin & Son, 
wholesale jewelry firm of Kansas City, 
Mo., is shown at the desk in his office. 
The firm, specializing in binoculars, 
telescopes and barometers from 
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France, Germany and Japan, has en- 
larged and remodeled its business. The 
company also is a distributor of cos- 
tume jewelry, zifts and allied items 
covering the Miadle West. 












EASTERN STAR JEWELRY 
Shrine Fez Pins 


Finest quality Austrian rhinestones and 


colored stones. 
Also, White Shrine, Jobs Daughters, 
Rainbow Girls, Knight Templar. 


Special Order 
Emblem Work 








Lodge, Fraternal and Club Emblem 
Jewelry is our specialty! Sample made 
to your specifications and quotation 
on request. 

Here's quick, sure-profit business and 
excellent advertising for your store. 


Write today for Free Illustrated Folder. 


B. David Company 


2508 Vine Street 
Cincinnati 19, Ohio 
















BEAUTIFULLY 
PACKAGED! 


Velvet and satin gift box 
adds extra sales appeal 
at no extra cost! 





























NEW EXITING ACTION 


MASTERCRAFTER | 

















No. 254 WATERFALL 








RETAILS $16.95 PLUS TAX 
Sold through exclusive distributors 








MASTERCRAFTER Clock & Radio Co. 


1750 W. Fulten St. Chicago 12, Ill. 








NRTA 


Satin-smooth, gleaming white 
non-corrosive stainless steel. 
Only $6.95 retail 





WEST COAST 


Goodman Jewelers, with stores in 
San Bernadino, Fontana and On- 
tario, Calif., is celebrating its 50th 
anniversary. The chain, which be- 
gan as a watch repair shop in 
1907, also has five stores in Minne- 
sota. 


Elgin National Watch Co’s. mi- 
cronics division is planning a 
20,000 sq. ft. research and devel- 
opment center in the San Fern- 
ando Valley near Los Angeles. 


Lew Massey celebrated his 50th 
anniversary in the jewelry busi- 
ness this spring. All of that time 
he has been with Morgan & Allen 
Co., Inc., San Francisco. 


John R. Rutner of Los Angeles, 
spoke on the importance of ad- 
vance study of a firm’s potential 
to the investor at a recent meet- 
ing of the Southeast Retail Jewel- 
ers Association. 


Merlin L. Bingham, manager of 
Schubach, Inc., Provo, Utah, is 
leaving that firm to become a part- 
ner in Bennett’s Jewelry, Inc., 
Ogden, Utah. 


Harry Osaki represented jewelers 
and silversmiths at a meeting at 
the Los Angeles County Museum. 
Purpose of the meeting was to 
form a Southern California 
Craftsmen’s Association, and es- 
tablish standards for member- 
ship in six different crafts. 


The Southern California Jewelers 
Golf Association held its annual 
“late spring” tournament May 23, 
at the Los Serranos Country Club 
in Chino, Calif. 


Julius Alberts, president of the 
California Retail Jewelers Asso- 
ciation, and Mrs. Alberts recently 
returned from a trip to Hawaii. 


Frederick McIntyre of Frederic’s 
Jewelers of San Francisco, was 
elected vice-president of the Polk 
Street Merchants Association. 


Carl Greve, jeweler of Portland, 
Ore., spoke on the subject of an- 
tique silver at a meeting of the 
Broadmoor Woman’s Club. 


B. D. Hewes & Son, Inc., with 
five stores in the Southern Cali- 
fornia area, will celebrate the 5th 
anniversary of its store located 
at 336 S. Lake Ave., Pasadena, 
Calif., this month. The first store 
was established in Los Angeles in 
1918. 


Raymond B. Neese has joined the 
staff of the Ben Bridge jewelry 
firm, Bremerton, Wash., as watch- 
maker and salesman. 


Capital Jewelers of Carson City, 
Nev., has designed two _ special 
wedding rings, nearly half-an- 
inch in width for a new movie cur- 
rently being filmed in that area. 
The film company had the rings 
made to order when they were un- 
able to find the type they desired. 


W. R. Burke, owner of the W. R. 
Burke Co., Inc., Berkeley, Calif., 
has appointed William Byrd as 
sales manager of the store. Mr. 
Byrd formerly covered the Texas 
area for Eterna Watch Co. of 
America. 


Josiah Wedgwood & Sons, Inc., 
New York, have opened a San 
Francisco sales office and show- 
room at 662 Mission St. Manager 
of the new office is J. R. Swindells, 
formerly with the firm’s Canadian 
office. Besides the New York 
headquarters, this is the only 
American branch of the English 
China firm. 


Alvin Glass of Kay Jewelry Co., 
Inc., San Francisco, was elected 
president of the Mission Street 
Merchants Association. 


Clarence Pegar, a jeweler of Fair- 
field, Calif., was elected as the 
Exalted Ruler of Fairfield Lodge, 
Benevolent and Protective Order 
of Elks. 
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The Zale Jewelry Co., Inc., pre- 
sented certificates of merit to R. 
W. McCarthy, advertising direc- 
tor of the Houston Chronicle, and 
Clyde E. Muchmore, publisher of 
the Ponca City News, Ponca City, 
Okla., in “appreciation of out- 
standing contribution to the ad- 
vertising program of Zale Jewelry 
Co., Ine.” 


The Northeast Regional Texas 
Watchmakers Guild elected Ed- 
ward C. Turnbull to succeed John 
H. Thomason as regional governor. 
James A. Rowell was named sec- 
retary. 


Ed Brauenstein has purchased 
the interest of his partner, Jack 
Smith, in Kalk Jewelers, Tulsa, 
Okla. 


Jack Bryant, of Britton’s, Inc., 
Harlingen, Tex., was elected pres- 
ident of the Texas Watchmakers 
Guild No. 17, also known as the 
Rio Grande Guild. Other officers 
are: Solaman Molina of McAllen, 
vice president; and Rudolph 
Cantu of Lyford, secretary-treas- 
urer. 


Lyle Harvat of Bristow, Okla., 
was named chairman of _ the 
Bristow Retail Merchants’ Com- 
mittee. 


The W. W. Linville, jewelry store, 


Tahlequah, Okla., celebrated its 
20th anniversary in May. 
Kruger Jewelry Co., Wichita 


Falls, Tex., supplied a half-million 
dollars worth of diamonds to 
sparkle the coronation ball for 
Miss Diamond Jubilee and Prin- 
cess Wichita County on May 10. 
Guests of honor were Gov. and 
Mrs. Price Daniel. Ted Weem’s 
orchestra provided dance music. 


Riley Goss, Jr., is the new assis- 
tant manager of Tipton’s Credit 
Jewelers, Shawnee, Okla. He for- 
merly owned and operated stores 
in Kingfisher and Guymon, Okla. 
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Jasper Howard is now manager of 
Howard’s Jewelers, Greenville, 
Tex. He replaces M. A. Smith, 
who resigned Jan. 1. He is the son 
of Mr. and Mrs. VY. E. Howard, 


owners of the store. 


Alamo Jewelry Co., Inc., San An- 
tonio, awarded a diamond ring to 
Joyce Ann Kellner, a local high 
school graduate. The award is 


presented annually to the grand | 


prize treasure chest winner. Each 
graduate who registers for the 
event receives a free gift of her 
birthstone. 


J. E. Burris, a partner and mana- 
ger of Regal Jewelry, Midwest 
City, Okla., was awarded the dia- 
mond certificate of the Gemologi- 


cal Institute of America. Mr. Bur- | 


ris is a past president of the Okla- 
homa Horological Association. 


Lawrence Imburgia, supervisor of 
the New Orleans-Baton Rouge 
areas for Gordon’s Quality Jew- 
elers, told employees at a banquet 
in New Orleans, that the company 
is planning an expansion program. 


It will add 25 new stores in the | 
next three years in the Southwest | 


and South. The firm now has 41 
stores in six states. 


J. F. Wright is the new watch- 


maker at the Alton C. Rushing | 


jewelry store in Palestine, Tex. 


Wright was official watch inspec- | 


tor for his county for several 
years. He was formerly in busi- 
ness at Grapeland, Tex. 


Harry L. Levy, a former Green- 


ville, Tex., jeweler, has received | 


the Legion of Honor degree from 
the Order of DeMeolay, the second 
largest youth organization in 


America. Mr. Levy was one of | 


three Texans named for the award 
given to 55 persons in recent cere- 
monies at Kansas City, birthplace 


of the order in 1919. Mr. Levy | 


joined the organization as a youth 
and has been active since its be- 
ginning. 





MADDOCK & MILLER, INC. 


STAY 


IN BUSINESS, OR 


SELL 


If competition is too rough; if debts are 
piling up, we can show you how fo run a 
successful and profitable sale that will 
help you stay in business, or, 

lf you decide to liquidate, we will pay spot 
cash for your business, or advise you how 
to run a profitable Going Out Of Business 
sale. 

In either case, your financial position will 
be considerably strengthened. 


35 years’ successful 


Retail & Auction Sales 


our guarantee 
100¢ on the $ plus, for your stock 
s 





We'll see you at our expense without 
any obligation 
. 


WRITE + WIRE + PHONE COLLECT 


COLMES & BRILL 


45 WEST 45th ST., N.Y. 36—JU 6-2334 





CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 





Importers of 
ENGLISH CHINA 
d 


an 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 Sth Ave., New York 10, N.Y. 
AL. 4-0104 


WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 


























———=/Ve Cordially invite You to See the 
NEW AND COMPLETE LINE OF 


KIENZLE and ORBROS Clocks 
and Orbros Barometers, on display at BOOTH #143 
Retail Jewelers Market, Conrad Hilton Hotel, Chicago, 
July 28 through August |}. 


ORBROS, Inc., 116 S. 7th St., Philadelphia 6, Pa. 





—— 








DECORATIVE 
Vj ACCESSORIES 
FURNITURE 
225 Fifth Avenue, New York C!FT AND ART 


Mart, Chicago NOVELTIES 


Merchcndise 
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NEVER BEFORE 
SUCH VALUES 


AUTOMATIC 


360° WIND IK) 
WATER-RESISTANT ss 


17 Jewel 


Chrome Top 
Stainless Steel Back 


Fashionable Steel Exp Bracelet 


#259 Stainless Steel Case 
Expansion Bracelet 
or 
#260 Yellow Steel Back 
RGP Exp. Bracelet 


e INCABLOC SHOCK PROTECTED 
e ln Black or White Radium Dials 
Samples sent upon request. 


NURSES' 17 JEWEL, INCABLOC 


WATER-RESISTANT 
* In Yellow S/B 


$11.95 
e in Chrome 
Steel Back 
$10.95 








et these terrific sellers today—beat 
cutting competition with o real 








Terms to well-rated firme F.0.8. N.Y. 


CRYSLER WATCH CO. 


580 Fifth Avenue New York 36 








JEWELRY 
ART SERVICE 


e AD MATS 

e MAILING PIECES 
e ART WORK 

°e COPY 


We handle your complete job. 
Free estimates. 
CALL OR WRITE — 


ELLIOT WIENER, Advertising 


49 WEST 32nd ST. * NEW YORK 1,N.Y 
Telephone: CHickering 4-258] 








THE 


At their recent joint convention 
the Virginia and North Carolina 
Retail Associations voted a con- 
tribution of $500 each to assist 
in the work of the Jewelry Indus- 
try Tax Committee. Arnold Schiff- 
man, chairman of the committee, 
urged support of all state associ- 
ations by a contribution of $5 


_ from each of their members. 


The Gem Cutters’ Guild of Balti- 
more heard an address by Dr. El- 
mer G. Worthley, research biol- 
ogist directorate of Medical Re- 
search, Army Chemical Center. 


| Officers of the newly organized 


South Central chapter of the Ken- 
tucky Watchmakers Association 
are: George B. Corder, president; 
Winifer W. Freeman, secretary; 
Charles Pierce, treasurer, all of 
Somerset; and Harvey Rush of 
London, vice president. Speakers 
at the meeting were James M. 
Dodson, president of the Ken- 
tucky Watchmakers Association, 
and Mr. Freeman. 


Lavone Gregory of Stanley’s 
Jewelers, Inc., Morgantown, N. C., 
was one of nine merchants elected 
as a director of the Morgantown 
Merchants’ Association. 


SOUTH 


Florida State Jewelers Associa- 
tion has endorsed the proposed 
Watchmakers regulatory bill. The 
bill is designed to protect the pub- 
lic against itinerant watch re- 
pairmen. 


Owen-Cotter Jewelry Co., St. 
Petersburg, Fla., has installed a 
table-top fashion department coin- 
ciding with the remodeling of the 
store. Mrs. William Stone will 
manage the new department. 


Joseph R. Fitzpatrick, owner of 
Fitzpatrick Jewelers, Memphis, 
Tenn., was elected president of the 
Bluff City Civitan Club. Mr. Fitz- 
patrick was named as one of the 
delegates to the national conven- 
tion of Civitan International in 
Chicago. 


Arnold Schiffman of Schiffman’s, 
Inc., Greensboro, N. C., was the 
featured speaker at the 13th an- 
nual Fine Arts Festival in Went- 
worth, N. C. Mr. Schiffman is a 
past president of the North Caro- 
lina Retail Jewelers Association. 


Gleeson Jewelry Co., Inc., Louis- 
ville, Ky., will hold open house on 
July 21 to exhibit its fall mer- 
chandise. 








Executive Appointments 








Edward Littauer is the new head 
of the housewares division of 
A. Cohen & Sons Corp., New York. 
He replaces Joseph M. Salwitz, 
who is retiring after 20 years in 
the position. David Kanfer will 
replace Littauer as Eastern re- 
gional] sales manager. Julie Vogel, 
formerly of Castle Jewelry Co. of 


| Brooklyn, is managing the jewelry 


department. He will assist Meyer 
Laskin, secretary of the company. 
Don Pincus, formerly with Rich- 
ard Polumbaum Co., is the new 
assistant to L. Leonard Raskin, 
head of the clock, shaver and 
lighter division. 


H. E. Corr, vice president of Elgin 
National Watch Co., Elgin, [Il., 
has assumed general management 
of the Elgin watch division. Mr. 
Corr will supervise watch manu- 
facturing and marketing activities 
of the division, which maintains 
watch and watch accessory facili- 
ties at Elgin, Lincoln, Neb., Provi- 
dence, R. I., Dayton, Ky., and To- 
ronto, Can. S. D. Moorman, for- 
merly sales and advertising vice 
president for Schick, Inc., and 
more recently president of Elec- 
tric Razor Specialties, Inc., has 
been appointed vice president in 
charge of marketing under Mr. 
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Corr. W. M. Brandes continues as 
vice president in charge of watch 


Moorman 


manufacturing, also under Mr. 
Corr. Dale V. Cropsey, formerly 
vice president and director of Pot- 
ter & Brumfield, Inc., relay manu- 
facturers, has been appointed as- 
sistant to J. G. Shennan, president, 
with general supervision over the 
electronics and abrasives indus- 
trial divisions. 


Robert L. Wessell has been elected 
president of Concord Watch Co., 
Inc., New York. Mr. Wessell had 
been vice president of the com- 
pany for 20 years. He succeeds 
Walter E. Huguenin, who founded 
the firm in Switzerland. Mr. Wes- 
sell started with the company in 
1919. 


John Badger, Canadian marketing 
executive, will be named general 
manager and director of the new 
Hamilton Watch subsidiary, the 
Hamilton Watch Co. of Canada 
Ltd., with headquarters in To- 
ronto. Mr. Badger had previously 
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been associated with the Bank of 
Montreal in advertising and pub- 
lic relations, and before joining 
Hamilton was an executive in a 
Canadian branch of an American 





Badger 


advertising agency. He served dur- 
ing World War II with the Royal 
Canadian Air Force, and then 
headed promotional activities for 
the Community Chest of Montreal. 





Howard T. Brenner has_ been 
named vice president and director 
of Samuel Kirk & Son, Inc., Balti- 
more, Md. He was formerly vice F 
president and merchandise man- 

ager of the Gorham Mfg. Co., Inc., 
Providence, R. I. He was also vice 
president, director and general 
manager of a Gorham subsidiary, 
the Mt. Vernon Silver Co., Inc., 
Attleboro, Mass. Brenner is a 


he’ll give her 


asa 
symbol of their 
summer romance... 


: mee 


Opalite’s QUALITY 
and BEAUTY... 
are everlasting. 


. = 
\ itl NC 


1311 LOMBARD STREET, 
PHILADELPHIA 4/7, PA. 


Brenner 





founder and past president of the 
Youngstown Symphony Society 
and a director of the Greater 
Providence Y. M. C. A. 


Glossy pictures, mats and electros are 
available for advertising purposes. 
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SALES 
REPRESENTATIVE 


with established following in: 


PENNSYLVANIA — NEW YORK 
WEST VIRGINIA 
DELAWARE—MARYLAND 


We offer you an excellent potential 
with our exclusive line of 


ETERNA*MATIC  (Self-winding 
watches with the famous ballbear- 
ing mounted winder.) 


Protected territory. Many active 
accounts. Correspondence kept 
confidential. 


Write to John R. Wismer 
Sales Manager 
ETERNA WATCH CO. 


OF AMERICA, INC. 
677 Fifth Ave., New York 22, N. Y. 





of Freund’s Jewelers, 




















DIAMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 


36 W. 47 St., N.Y. 36, NY. 
PLaza 7-2546 














JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, N. Y. 
Ju 6-0697 
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WEDDING RINGS 


Experts have created the world’s 


ngs 


| Edward Lemay, 59, 
' | Seattle, died Apr. 22. 


uch mo vs 
® producing Lifetime a 





Obituaries 











John J. Daly, 72, retired New York 
advertising manager for Tele- 
chron Clock division of the Gen- 
eral Electric Co., died May 19. 


_ Surviving are his widow, two sons, 
and two daughters. 


Alfred Davies, 81, retired clock- 
maker of Los Angeles, died May 


11. He is survived by his widow. 


Alexander F. Driscoll, 67, of Den- 
ver, wholesale jewelry salesman 


_for 40 years, died May 21. Surviv- 


ing are his wife, three sons, five 


_ grandchildren, and a sister. 


| David H. Eger, 66, owner of Eger 
Credit Jewelers in New Kensing- 


ton and Tarentum, Pa., died May 
15. He is survived by his widow, 


_two sons, a daughter, and mother. 


Julius Louis Freund, 82, president 
Inc., St. 
Louis, died May 3. He was a past 
president of the National Credit 
Jewelers Association. Surviving 
are his widow, a daughter, and a 
sister. 


Mrs. Lucy Clardy Gaither, 71, died 
May 2. She was sales represen- 
tative for Mermod-Jaccard-King 
Jewelry Co., Inc., Saint Louis, for 
32 years. Surviving are her daugh- 
ter and two brothers. 


| Niels Jensen, 84, a jeweler of Joy, 
Jll., died Apr. 26. Surviving are 


his widow, two sons, one sister in 


the United States, and several sis- 


ters in Denmark, his native coun- 
try. 


Sol Kranich, 72, formerly asso- 


ciated with Kranich Bros., jewel- 


ers in Lancaster and York, Pa., 
died Apr. 24. He was formerly 
president of the Tioga Silk Co., 


| York. Surviving are his widow, 
| two sons, seven brothers, and four 
| grandchildren. 


jeweler of 
Surviving 


-| are his widow, a brother, and a 
| sister. 


Albert W. Meyer, 62, a Baltimore 
silversmith, died recently. He was 
employed by Samuel Kirk & Son, 
Inc. Surviving are his widow and 
two brothers. 


Stanley Charles Nott, 54, presi- 
dent of the House of Jade, Ltd., 
New York, died May 24. He was 
an adviser and consultant for the 
Customs Service and insurance 
firms on the value of jade, wrote 
numerous books and catalogs on 
the subject, and lectured on Chi- 
nese life and culture. Surviving 
are his widow, two sons, a daugh- 
ter, and his mother. 


Jack W. Parker, 88, retired watch- 
maker of North Hollywood, Calif.., 
died June 1. Surviving are a 
daughter, a sister and two grand- 
children. 


Elmer J. Rheaume, 55, jeweler of 
Milwaukee, Wis., died May 21. 
Surviving are his wife, two sons, 
two brothers, two sisters, and four 
grandchildren. 


Mrs. Thora Lawrence Roberts, 77, 
retired jeweler of Medford, Ore., 
died recently. 


Samuel M. Schneer, 84, founder 
and president of Schneer’s, Inc., 
Waterbury, Conn., died May 11. 
Surviving are his widow, two 
daughters, two grandchildren, 
two great-grandchildren, and a 
nephew, Louis Schneer, secretary- 
treasurer of Schneer’s, Inc. 


Alfred S. Thompson, 79, former 
proprietor of the H. H. Thompson 
jewelry store, Brattleboro, Vt., 
died May 6. He was president of 
the Vermont Jewelers’ Association 
in 1927-28. Surviving are his wife, 
two daughters, three grandchil- 
dren, and seven great-grandchil- 
dren. 


Max M. Utay, 50, salesman for 
Ben-Morris Jewelry Co., Dallas, 
died May 26. 


salesman 


Co.. 


John G. Williams, 52, 
for Higginbotham Jewelry 
Inc., Dallas, died May 2. 


Walter S. Williams, 83, jeweler of 
Jacksonville, Ill., died May 8. 
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Coming Events 


i ee: tee, Ee, 

7-10—Cincinnati Gift Show, Nether- 
land-Hilton Hotel, Cincinnati. 

7-10—Christmas in July Market, 
Baker Hotel, Santa Fe Gift Mart, 
Merchandise Mart, Dallas. 

7-12—New York Home Furnishing 
Accessories Show, New York Trade 
Show Bldg. & Hotel New Yorker. 

8-19—Early Bird Market, 225 Fifth 
Ave., New York. 

14-19—National China, Glass & 
Tableware Show, Hotel New Yorker. 

21-24—-Southeastern China, Glass & 
Gift Show, Atlanta Municipal Audi- 
torium & Atlanta - Biltmore Hotel. 
Southern Jewelry Show, Henry Grady 
Hotel, Atlanta, Ga. 

21-24—-New Orleans Gift Show, 
Hotel Roosevelt, New Orleans, La. 

21-24—-Washington Gift Show, Ho- 
tel Willard, Washington, D. C. 

21-26—45th California Gift Show, 
Ambassador & Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
geles, Calif. 

22-26—Western Summer Mart, 
Western Merchandise Mart, San 
Francisco. 

25-27—St. Louis Gift Show, Statler 
Hotel, St. Louis, Mo. 

28-29— Mississippi RJA convention, 
Heidelberg Hotel, Jackson, Miss. 

28-30—Amarillo Gift Show, Her- 
ring Hotel, Amarillo, Tex. 

28-31—-Syracuse Gift Show, Hotel, 
Onondaga, Syracuse, N. Y. 

28-31—Carolina Gift Mart, Radio 
Center, 3229 South Boulevard, Char- 
lotte, N.C. 

28-Aug. 1—National Jewelers Mar- 
ket (formerly NJA National Jewelry 
Fair), Conrad Hilton Hotel, Chicago. 








ee 
4-15—Chicago Gift Show, La Salle 
Hotel & Palmer House, Chicago. 
4-6—Original Inland Empire Gift 
Show, Hotel Davenport, Spokane. 
4-7—The Cotton States Gifts, 
Jewelry & Stationery Show, Peabody 
Hotel, Memphis, Tenn. 
4-7—Buffalo Gift Show, Hotel Stat- 
ler. Buffalo, N. Y. 
4-16—Merchandise Mart, 
Glass & Gift Market, Chicago. 
5-8—Western China, Glass & Gift 
Show, Civic Auditorium, Sheraton- 
Palace, St. Francis & Sir Francis 
Drake Hotels, & Western Merchan- 
dise Mart, San Francisco, Calif. 
10-11—North Dakota RJA fall 
show, G. P. Hotel, Bismarck, N. D. 
11-14—-Portland China, Glass & 
Gift Jewelry show, Public Auditorium 
and Plaza and Benson Hotels. Port- 
land. 
11-14—Pittsburgh Gift Show, Hotel 
Penn-Sheraton, Pittsburgh, Pa. 
11-15—Retail Jewelers Market 
(formerly ANRJA Trade Show), 


China, 
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Waldorf-Astoria Hotel, New York. 
18-20—5th Annual Houston Gift & 
Housewares Show, Sam _  Hovston 
Coliseum, Houston, Tex. 
18-21—-Seattle Gift Show, Civic 
Auditorium and Olympic and New 
Washington Hotels, Seattle. 
19-22—-Pacific Northwest China, 
Glass & Gift Show, Olympic & New 
Washington Hotels, Civic Auditorium, 
Terminal Sales Bldg., Seattle, Wash. 
25-27—-Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 
25-27—6th Annual Pittsburgh Fair, 
Pennsylvania RJA, Penn-Sheraton. 
25-28—Minneapolis China, Glass & 
Gift Show, Radisson Hotel, Minne- 
apolis. 
25-28—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 
25-30—New York Gift Show, Ho- 
tel New Yorker & N. Y. Trade Show 
Bldg., New York. 
26-28—China, Glass & Gift Show, 
Davenport Hotel, Spokane, Wash. 
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1-2—Texas RJA convention, Adol- 
phus Hotel, Dallas. 

1-3—California RJA convention, 
Claremont Hotel, Berkeley, Calif. 

1-3—Ohio RJA convention, Nether- 
land Plaza Hotel, Cincinnati. 

1-4—Jewelry & Housewares Show, 
Roney Plaza Hotel, Miami Beach, Fla. 

1-5—The Original Dallas Gift 
Show, Baker Hotel, The Santa Fe 
Gift Mart, The Merchandse Mart, 
Dallas Memorial Auditorium, Dallas. 

1-5—34th Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas. 

1-5—Detroit Gift Show, Hotels 
Statler & Sheraton-Cadillac, Detroit. 

8-11—Cleveland Gift Show, Hotel 
Hollenden, Cleveland. 

8-12—-Parker House Gift Show, 
Parker House Hotel, Boston. 

9-13 — Boston Gift Show, Hotel 
Statler, Boston. 

14-15—-RJA of Missouri convention, 
Governor Hotel, Jefferson City, Mo. 

15-18—Greater Miami Gift, China 
& Jewelry Show, Miami Beach Audi- 
torium, Miami, Fla. 

15-18—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 

15-18—26th Denver Gift & Jewelry 
Show, Hotel Albany, Denver. 

21-22—Iowa RJA convention, Des 
Moines. 

21-23—Michigan RJA convention, 
Pantlind Hotel, Grand Rapids. 

22-25—Philadelphia Gift Show, Ben- 
jamin Franklin Hotel, Philadelphia. 

28-29—Indiana RJA convention, 
and Jewelry Fair in association with 
the Watchmakers Association of In- 
diana, Claypool Hotel, Indianapolis, 
Ind. 

29-Oct. 1—3rd Phoenix Gift & 
Jewelry Show, Westward Ho Hotel. 
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26-Nov. 3 — United Jewelry Show 
Sheraton Biltmcre Hotel, Providence, 
aS 

















Since 1890... . 
Sports and Industry 


have relied on Racine 
tor fine 


TIMERS 


oTslo Mm Giildelalolei ae) olar 


PL SUMAN TIMERS 
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p LGALLET CHRONOGRAPHS [PY 


( THROUGH YOUR WHOLESALER 


Write for the Latest 


RACINE CATALOG 


JULES RACINE & COMPANY: 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 36 
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COLLEGE SEAL & CREST COMPANY 


A QUALITY HOUSE SINCE 1875 


NOW OFFERS THE FINEST 


“HIGH SCHOOL KEY” 
TRAFFIC BUILDING PROMOTION 


AT THE LOWEST COST EVER! 
SPECIAL INTRODUCTORY OFFER 


These prices are yours if you order immediately 
(shipment after January 1, billing date of May 1) 


“+50 


QUANTITY DISCOUNTS 
Over 1,000 
Over 2,500 
Over 5,000 





LOOK AT THESE FEATURES: 


® 14 Karat Gold Plated Keys 

e Authentic enamel colors 

e No die charges 

¢ A complete promotion plan 

e Outstanding ‘‘College Seal’’ Quality 
e And the lowest prices 


FRANCHISE LIMITED TO ONE DEALER IN A TOWN 
SO ACT NOW! 


Rush your order to reserve franchise. Include 
name of school(s), quantity, authentic colors, 
and sample of seal(s) ; or write for full details 
and outline of our complete merchandising 
campaign. 


COLLEGE SEAL & CREST COMPANY 


236-A BROADWAY CAMBRIDGE 39, MASSACHUSETTS 
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Personnel 











Samuel Kirk & Son, Inc., announces 
the appointment of Harry C. Payne, 
Jr., as southern sales representative. 
Mr. Payne has had wide experience in 
the sterling-silver field, both wholesale 
and retail, and is well acquainted 
through the South. 


H. C. Payne D. T. Shapero 


The Gleeson Jewelry Co., Louisville, 
Ky., announces that David T. Shapero, 
of Dayton, O., will represent them in 
the states of Ohio and Indiana. 


Louis Druck has been appointed 
representative for Lumin Jewelry Co., 
236 W. 55th St., New York. Mr. Druck 
will cover the Chicago area. The 
Lumin company features religious 
and men’s jewelry. 


Universal Jewelry Co., 183 Canal 
St., New York, announces that Ben 
Gutschneider will carry its full line of 
costume jewelry throughout the New 
York State territory. 


Jerry Josephson, who has had a 
wide experience in the jewelry busi- 
ness, will represent the Ball Co., of 
California in portions of Los Angeles 
and the San Fernando Valley and up 
the coast to Paso Robles. 


Alfred Dunhi'!l of London, Inc., an- 
nounces the appointment of Bob 
Waterman to take over the midwest 
territory formerly covered by Bill 
Bresin. Mr. Bresin has resigned be- 
cause of ill heaith. The Dunhill firm 
maintains offices at 393 Fifth Ave., 
New York. The company manufac- 
tures lighters. 


Gift Box Corp. of America has 
appointed Bob Klein as sales repre- 
sentative for Connecticut. The firm’s 
sales office is located at 225 Fifth 
Ave., New York. 


J. L. Popowich & Son, manufac- 
turers of Jewelite wrist watch straps, 
Philadelphia, announce the appoint- 
ment of Paul Vincent as representa- 
tive in Montana, Idaho, Wyoming, 
Utah, Colorado, Arizona and New 
Mexico. Mr. Vincent will maintain 
offices in Denver. 
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Karlan & Bleicher Prepares 
Newspaper Advertising Mats 
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Karlan & Bleicher, Inc., 136 W. 52nd 
St., New York, ring manufacturer, 
has 77 ready-for-insertion newspaper 
advertising mats, for free distribution 
to wnolesalers and to K & B retailers. 

Mats feature bridal sets, wedding 
rings, fancy rings and men’s and wo- 
men’s solitaires and stone rings. 

The service also contains more than 
200 individual ring mats featuring 
different K & B ring styles. 


Amity's New Counter Display 
Shows 24 Leather Billfolds 


Amity Leather Products Co., West 
Bend, Wis., has created a new counter 
display which serves as a billfold de- 
partment with 24 men’s and women’s 
billfolds. 

The “24 Karat” display unit shows 
the Amity products under glass. It is 
gold-finished. The billfolds are mount- 








ed on a white gold-flecked back panel 
which lifts out for ease in demonstra- 
tion. They retail for $5 to $15. 
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Hamilton Will Conduct National 
$100,000 Merchandise Contest 


Hamilton Watch Co., Lancaster, Pa., 
is planning a nationwide consumer 
“style preference contest” to help 
build store traffic and increase retail 
watch sales. 

Contestants will vie for 1400 prizes 
worth $100,000, including the $5000 
first-prize “Saturnalia,” a pendant 
watch set with 205 diamonds, which 
is winner of a “Diamonds U.S.A.” 
award. 

All prizes will be awarded on the 
basis of sincerity, originality and 
aptness of a statement, in 25 words 
or less, on “I would like to own the 
(model name) Hamilton watch be- 
cause....” 

Hamilton is offering a promotion 
kit to dealers, which consists of a 
three-dimensional motion display and 
other aids. 

National advertising will dramatize 
the contest in 272 Sunday supplements 
on Sept. 15 and in Coronet magazine’s 
October issue. 

Contest entry blanks may be ob- 
tained by consumers from Hamilton 
retailers. 

The contest will close Oct. 31 and 
winners will be notified by Hamilton 
by Dec. 1. 


Holmes & Edwards Continues 
DeepSilver Flatware Ad Series 
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& new concept of silverware: I Lavished with § » Silver weiside: 2d out’? 

The fourth in the Holmes & Ed- 
wards DeepSilver series of four-color, 
full-page ads appeared in Life maga- 
zine’s June 17 issue. 

The campaign features “the extra 
weight, extra value, and extra pieces 
available in a DeepSilver service.” 
All current Holmes & Edwards pat- 
terns have appeared in the Life ads. 









Keepsake Offers Dealers 
Neon Sign Window Display 
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DIAMOND RINGS 





Keepsake Diamond Ring authorized 
jewelers can obtain a Neon sign of 
blue neon tubing and brushed stain- 
less steel from the A. H. Pond Co., 
Syracuse, N. Y. 

The sign, equipped with strong 
hanging chains, operates on 60-cycle, 
110-volt AC current, with built-in 
transformers. 


Flex-Let Develops Sliding Lock, 
Interchangeable Ends for Bands 





Flex-Let Corp. has developed two 
new watchband features, the Inter- 
changeable end and the Sliding Lock 
mechanism, to help jewelers combat 
their “dead” watchband stock prob- 
lems. 

The interchangeable end feature 
makes possible the fitting of any 
watchband to any watch case. It al- 
lows the jeweler to interchange any 
size end with any %, 11/16 or % in. 
band, to interchange any curved with 
any straight end, and to transfer ends 
of lower- and higher-priced bands. 

The sliding lock “Size-O-Matic” 
mechanism makes Flex-Let bands ad- 
justable to any wrist, in all price 
ranges. Sizing watchbands to fit a 
wrist is accomplished by unlocking 
the band, adding or subtracting links 
and relocking. 

Further details on the new features 
can be obtained from Flex-Let Corp., 
580 Fifth Ave., New York. 





141 





Jacoby-Bender Offers Display 
To Help Retail Jeweler Sales 


Jacoby - Bender, Inc., Woodside, 
N. Y., manufacturer of J-B Watch 
sands, is offering its new Photo-vue 
ident display to help retail jewelers 
get a larger share of the coming big 
gift market. 

A ease, covered in ostrich leather- 
ette, with light rose galavel velvet 
interior, nestles 12 idents (one in a 
new gift box). Concealed platforms 
elevate the interior so that it shows 
the idents to better advantage. 

Each ident has an _ unbreakable 
crystal to protect the photograph and 
the J-B multi-size link construction. 

Priced from $7.95 to $11.95, all are 
packaged in presentation gift boxes. 


Rogers Chemical Develops 
New Crystal Watch Cement 


Rogers Chemical Co., 641 E. Pelham 
Rd., Atlanta, Ga. (P. O. Box 887), 
has prepared a new product, “Super- 
seal Crystal Watch Cement.” 


Hammel Riglander Assembles 
Bead Stringers’ Findings Kit 


Hammel, Riglander & Co., Inc., is 
offering a new 12-bottle assortment 
containing 45 dozen bead stringers’ 
findings, for distribution through jew- 
elry supply houses. 

The assortment contains jump 
rings. bead cups and two styles of 
adjustable hooks. 

The 12-pottle kit which contains 
yellow and white findings, costs $5.85. 
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New Ronson Promotion Features 
Table Lighter Trade-in Offer 


Ronson Corp. is offering a variety 
of promotional materials for its table 
lighter trade-in program. 

Sales aids include a special newspa- 
per mat service, window and counter 
display cards, window streamers, 
radio and TV scripts and direct mail 
trade-in envelope stuffers. 

All table lighter trade-in promotion 
materials are free to dealers, from 
Ronson’s Advertising Department, 31 
Fulton St., Newark 2, N. J. 


International Silver Offers 
Three New Stainless Displays 


’ The International Stainless Deluxe 
Division of the Internationa] Silver 
Co., Meriden, Conn., has prepared 
three new stainless steel flatware dis- 
plays, for shipment to dealers. 

The modern-design color displays 
are for both counter and window use. 
Each shows all four of the patterns 
currently marketed by International 
Stainless Deluxe. 

The “Pattern Selector” display (see 
photo) measures 14 x 12 x 7 in.,, is 
black and chartreuse, has movable 
panels to facilitate inspections. 


Fiex-Let Offers Display Tray 
For Cuff-link, Tie-bar Sets 


Flex-Let Corp. is offering a mer- 
chandising disp:ay tray for its latest 
line of cuff-link and tie-bar sets. 

Each tray presents 12 Flex-Let 
men’s jewelry sets, is designed for 
counter or window display. 


The display unit is free with pur- 
chase of one dozen cuff-link and tie- 
bar sets, which retail from $4.95 to 
$9.95. For information, write Flex- 
Let Corp., 580 Fifth Ave., New York. 


Charles Birnbaum Offers 
Gem-Set Emblem Jewelry 
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Charles Birnbaum, New York, man- 
ufacturer of emblem jewelry, has de- 
signed a new palladium Shriner pin 
set in diamonds. 

Some 40 per cent of Birnbaum’s 
line is now produced in palladium or 
a combination of palladium and yel- 
low gold. 

Palladium retiector cups magnify 
the diamond settings in the new 
Shriner line of emblem jewelry. 


P.1.B. Reports Seventeen 
Leads in Advertising For ‘56 


According to the March 1957 Public 
Information Bureau report, Seventeen 
led all consumer magazines in silver- 
ware, luggage and diamond ring ad- 
vertising during 1956. 

Breaking it down by lines of adver- 
tising, the figures show: silverware, 
39,270; luggage, 25,711; diamond ring, 
22,270. 


Feature Ring Co. Screens 
Candidates for 1958 Contest 


Feature Ring Co., Inc., New York, 
is screening candidates for its 1958 
“Queen of Diamonds.” 

The finalist will be chosen from 
three New York models in nationwide 
consumer voting in jewelry stores 
from Sept. 15 through Nov. 15. 

Those who fill out ballots can com- 
pete for prizes by telling in 25 words 
or less “Why I would like to own a 
Feature Lock diamond ring.” 

Feature Lock has prepared a con- 
test kit for in-store promotion. For 
information write Feature Ring Co., 
Inc., 130 W. 46th St., New York 36, or 
authorized Feature Lock wholesalers. 
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Watchbands, Inc. Introduces 
New “Blood Type” Bracelet 
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Watchbands, Inc., North Attleboro, 
Mass., is featuring a special stamp- 
ing on the reverse side of its identi- 
fication bracelets, on which the wearer 
may have his blood type, name and ad- 
dress engraved. 

The firm is offering counter units 
which describe and display the new 
blood type bracelets. 


Newall Mfg. Co. Develops 
New Waterproof Watch Crown 


The Newall Mfg. Co., Inc., Chicago, 
will distribute a new waterproof 
crown to watchmakers through local 
tool and material supply houses. 

The crown features the “O” ring 
developed during the war for use in 
aircraft, tanks, artillery and other 
weapons of that type. Through a new 
process, the rings are now manufac- 
tured small enough for waterproof 
crowns. 

They are doughnut-shaped rather 
than flat, are moulded of synthetic 
material, and will be available in 58 
sizes, colors, openings and taps in 
bulk and assortment. 


Kaspar & Esh Offers Mat Ads 
For Its Channel-Set Rings 





Kaspar & Esh, Inc. is offering deal- 
ers a series of mat ads for its dia- 
mend rings in channel settings. 

The mats are free from Kaspar & 
Esh, Inc., 126-132 W. 46th St., New 
York 36. 


FOR JULY, 1957 





Mason Box Company Completes 
Catalog of Jewelry Boxes 


Mason Box Co., Attleboro Falls, 
Mass., is mailing its new 24-page 
jewelry box catalog to all its cus- 
tomers. Retailers can get the catalog 
from jewelry manufacturers, material 
supply houses and jewelry whole- 
salers. 

The booklet shows some 72 different 
stock jewelry boxes in eight style 
lines. It also contains a 4-page de- 
scriptive price list of all stock items. 
All items shown are available for im- 
mediate shipment. 


3-Dimensional Color Display 
Introduces Westclox Watches 
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Westclox Division of General Time 
Corp. is offering retailers the new 
“Coquette” watch series, first West- 
clox watches designed especially for 
women. 

Features of the new watches in- 
clude black luminous dials with sweep 
second hands, tapered red leather 
bands, and quilted dials. 

Prices of the watches are $11.95 and 
$12.95, plus tax. 


Goldstein-Gerson Offers “Trio” 
Including Man's Diamond Band 
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Goldstein-Gerson, Inc., 130 W. 46th 
St., New York, manufacturer of ring 
mountings, has developed a promo- 
tional plan which enables jewelers to 
offer a man’s diamond wedding band 
free with purchase of an engagement- 
wedding ring set. 

The promotion is built around a 
specially designed “Trio” — the en- 
gagement ring, the wedding ring, and 
the matching man’s diamond band. 
Free newspaper ad mats and sales 
aids are available. 








Golden Heart Watch Display 
Available from Eterna * Matic 

















Eterna Watch Co. of America, Inc., 
with offices in New York, is offering 
a display to jewelers retailing its 
Eternae Matic Golden Heart auto- 
matic watch for women. 

The display has a base measuring 
7x10 inches, and stands six inches 
high at its tallest point. The ramp 
accommodates one watch. 


RCA Victor Markets 
European-Made Radios 


Radio Corp. of America, 30 Rocke- 
feller Plaza, New York 20, is now 
importing European - manufactured 
AM-FM shortwave radios, which are 
available immediately under the RCA 
International name. 

The new 9INT1 table model is 
equipped with five speakers, seven 
push-button controls, and vernier sta- 
tion selector, plus plug-in jacks for 
phono, tape recorder, or extra speaker. 
Finished in walnut or blond elmwood, 
it retails for $229.85. 


Kreisler Offers Free Display 
For “Tempos" Ladies’ Straps 
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Jaques Kreisler Mfg. Corp., North 
Bergen, N. J., is offering a free dis- 
play for its new Tempos ladies’ straps. 
Made for window, counter or show- 
case, it contains six ladies’ one-piece 
Kafalope slip-thru straps, and is 
shipped with Kreisler Assortment 36. 
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Oneida Ltd. Silversmiths, Oneida, 
New York, has started a national 
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Jack Gerson, 
Jeweler, 
New Castle, Pa. 


one of the 16,000 jewelers who personalize with 
E ngrarograpn 


the tracer-guided 





portable engraving 
machine anyone 
can operate! 


Send for booklet 


ikuls hermes ENGRAVING MACHINE CORP. 


13-19 UNIVERSITY. PLACE, NEW YORK 3, N.Y: 





magazine ad campaign to promote its 
Heirloom Sterling and Community 
Silverplate lines. 

Spearhead of the campaign is a 
two-page ad, reproduced above, which 
appeared in the June issue of the 
Ladies’ Home Journal. The ad series 
is designed to stimulate buying in- 
terest in the “Established Family” 
market, with incomes above $4000, 
only about half of whom now own 
matched silver flatware. 

Tie-in aids for retailers include a 
free promotion kit, which contains 
display cards, circulars, newspaper 
mats, radio and TV scripts, and large 
post cards. For further information, 
contact Community or Heirloom re- 
presentatives, or write direct to 
Oneida. 

Another Oneida promotion offers 
Heirloom Sterling dealers a “Local 
Level Promotion - Publicity Kit” to 
promote its iuew silver pattern, 
“Flower Lane.” 

The kit outlines an open house pro- 
motion for retailers, including a table 
setting and flower arrangement con- 
test, and an essay competition among 
the home economics students of the 
local high school. 

Included in the kit are an outline of 
the open house; time schedule; sug- 
gested ad copy and artwork; table 
setting designs; instructions on how 
to work with garden clubs, women’s 
clubs, and high schools; how to con- 
duct the contests and select the win- 
ners, and press and radio releases. 


College Seal Offers 
“Key” Deal 


College Seal and Crest Co., of Cam- 
bridge, Mass., manufacturers of fine 
quality college jewelry since 1875, re- 
cently announced their “High School 
Key, Traffic Building Promotion.” De- 
signed to produce customer traffic in 
retail jewelry stores, the plan allows 
the jeweler to obtain quality high 
school keys at a price low enough to 
permit the jeweler to present them as 
gifts to each student in the high school 
graduation class. As an introductory 
offer, key prices start at 50¢, and go 
lower for larger quantities. 

A complete promotional campaign is 
provided for each franchised dealer. 
Only one dealer per city may partici- 
pate. 
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Speidel Sponsors TV Show, 
"The Arthur Murray Party" 
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Speidel Corp., Providence, R. I., is 
sponsoring the nationally televised 
show, “The Arthur Murray Party.” 

Speidel’s watchbands, photo identi- 
fication bracelets and men’s jewelry 
sets are advertised on the half-hour 


program. 

Speidel is also sponsoring the 
NBC-TV show “Festival of Stars.” 
Its new leather expansion bands, 
“Lord Leather,” are being advertised 
on the show. 

Dealer tie-in aids include striking 
window and counter displays, and a 
series of newspaper ads. 


1847 Rogers Bros. Plans 
Fall Silverplate Sale 


1847 ROGERS BROS. FALL SILVER SALE 


THM 
eee Beers Be 
Pee ae 


aN] at Gil 





1847 Rogers Bros., division of In- 
ternational Silver Co., Meriden, Conn.., 
has announced plans for Fall sale of 
57-piece silverplate services for eight 
in most current patterns, which will 
save the consumer $30. 

The $129.95 regular value, which 
includes eight five-piece place settings, 
eight extra teaspoons and nine 
“fancy” pieces, will retail for $99.75. 
Purchasers will receive free a silver 
chest in either blond or mahogany 
finish, with tarnish-resistant lining. 

The special offer begins Sept. 15, 
will be nationally advertised in the 
Sept. 23 and Oct. 28 issues of Life 
magazine, and will be supported by 
dealer merchandising aids. 
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Gemex Offers Retailers 
Watchstrap Showcase 


A counter showcase featuring 12 
leather watchstraps is being offered 
to jewelers by Gemex Corp., Union, 
N. J. 

The glass-topped, metal showcase 
includes a compartment of back-up 
stock. 

The straps for men and women, in 
cordovan, suede, alligator and pigskin, 
retail for $1.50 to $3.75. They are 
mounted on an easily-removable dis- 
play pad; swatches of all leather 
shades available in each style are dis- 
played under each band. 

The showease is free with purchase 





of Gemex A-30 Assortment, which re- 
tails for $309.25. Dealer cost is 
$116.22. 








SUBSTANTIAL 
REWARD 








for information leading to the recovery of valuable 


MISSIN G 
DIAMOND 


19.2 
CARATS 


DESCRIPTION: 


Blue-white emerald cut diamond. Weight, 





ACTUAL 
qSIZE OF 
RING 


19.2 carats. 


Mounted around the big stone are 6 baguette diamonds 
each weighing 1.49 carats. Platinum setting. Value: $60,000. 
This gem disappeared after April 18, 1957. It was the 
property of the wife of one of Pacific Northwest's fore- 


most jewelers. 


CONTACT: 


Arthur E. Campbell-Husted Company 
Attention: Campbell, Husted or Smith 


Insurance Adjusters 


Suite 511, Dexter-Horton Building 
Seattle, Washington 
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By Henry B. Fried 
JC-k Horological Consultant 


The Benrus Self-Regulating Wrist Watch 


® THE BENRUS WATCH Co. has recently produced a 
watch which is self-regulating. That is, should the 
watch show a gain or loss at the end of the day, setting 
the hands to the correct time would move the regulator 
a corresponding amount to overcome the loss or retard 
the gain, thus tending to bring the watch closer to 
time without the need of bringing it to the watch- 
maker or having to open the watch. 

While the idea may not be new, it is a noteworthy 
innovation. Abraham Louis Breguet, the Leonardo 
DaVinci of watchmaking, constructed a watch between 
1805 and 1810 which was carried about in the pocket 
during the day and then was placed in a clip atop a 
special clock, which not only set the watch to the exact 
time but it also regulated it. A slightly later model of 
this clock and watch team also performed the task of 
winding the watch as well. 


The principle of the Benrus mechanism is shown in 
the following figures and description. Figure 1 shows 
the regulator of the watch. The tail of the regulator is 
extended so that it forms a sector of a toothed gear. 
The pinion enmeshed with it is indirectly geared up 
to the hand-setting mechanism so that moving the 
hands either way will influence this small pinion so 
that it shifts the regulator accordingly. In this view, 
the hands have been pushed ahead and the pinion has 
moved the regulator to speed up the vibrations so that 
subsequent timekeeping is equalized. 


Figure 1 


Figure 2 shows the same action as viewed from the 
dial side of the movement. The watch crown has been 
pulled out to the setting position which shifts the reg- 
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ulating device into gear. The curved arrows indicate 
the flow of the action through the crown. The regula- 
tor and pinion are shown here whited-in for the phan- 
tom view of the action on the opposite side of the 
movement. 


igure 2 


Figure 3 shows what happens when the crown is 
pulled into the setting position. Pulling out the crown 
shifts the linkage of the setting and the regulating 
train into gear. The correcting segment shown in 
figure 3 jumps up from a recess in the plate and 
meshes with the connecting segment and the regulator 
pinion. Also, the minute wheel is geared to the regu- 
lator rack through the connecting train. The cane- 
shaped spring serves to position the connecting seg- 
ment as shown in this figure. It does the job of main- 
taining the setting position when the crown is pulled 
out, and also serves to keep the segment in the sub- 
merged position when the watch is in the ordinary 
position of rest. 


CONNECTING 4 4. REGULATING 
SEGMENT CORRECTING : < PINION 
SEGMENT: 


MINUTE WHEEL 
i 
: s/ 


WHEN THE CROWN IS PULLED INTO SETTING POSITION. 


Figure 3 
Figure 4 shows the extent of the regulating limits 


of this mechanism. This limit is approximately three 


minutes. In such a case, the minute wheel, geared to 
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the regulator rack through the connecting train, 
pushes the rack one-quarter of a tooth, which cor- 
responds to about 15 seconds of regulation. Note in 
this figure how the distance the regulator pinion moves 
actually grows smaller as it nears the center of the 
wheel. This condition and the ultra-small size of the 
serrations of the rack and pinion account for the con- 
trolled and almost imperceptible movement of the 
regulator. 


CONNECTING + a REGULATING 
SEGMENT CORRECTING ~ PINION 
SEGMENT VU, 
, . Cv S 






MINUTE WHEEL 


WHEN THE MINUTE HAND MOVES ABOUT THREE MINUTES. 
Figure 4 


Should the hands be moved more than three minutes, 
as when the watch has stopped and needs both wind- 
ing and setting, the linkage between the setting and 
the regulating becomes automatically disconnected. 
This sequence is shown in figure 5. Note that the 
three ridges of the correcting segment are completely 
out of gear with the regulating pinion-wheel. Also note 
that its 12 teeth on the opposite side of this wheel- 
pinion, although still in contact with the connecting 
segment, are out of mesh with it. That is, while they 
touch, no gear engagement results. Should the hands 
be moved any further, the disengaged regulator rack 
remains stationary. 


CONNECTING f+ 4 REGULATING 
SEGMENT CORRECTING : <¢ PINION 
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MINUTE WHEEL 4, DISENGAGED 
\ 


‘ 


WHEN THE HANDS ARE MOVED MORE THAN THREE MINUTES. 


Figure 5 


WHEN THE CROWN is in the winding position, the 
hands and regulator function as in an ordinary watch. 
The minute wheel is completely disengaged from the 
regulator rack since the correcting segment is out of 
contact with the connecting train (see figures 3, 4. 5). 
The correcting segment is forced down into a recess 
in this position in the following manner. A pin on the 
setting lever fits into the slot of the interlocking lever. 
Consequently, when the crown is pushed in, the inter- 
locking lever swivels inward as well, and the conical 
head of the screw forces the hook end, with the at- 
tached correcting segment, in the downward direction. 
In this position, the whole arm of the interlocking 
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lever is under a spring-like tension. If the crown were 
to be pulled out for setting, the released lever would 
then swivel out and spring upward, bringing the cor- 
recting segment up into contact with the adjacent 
wheels. 

Figure 6 shows disassembling, assembling and 
lubrication procedures recommended by Benrus. Dis- 
assembling—pull out stem into setting position (this 
removes tension from interlocking lever 9387); go 
from numbers 1-9. Do not separate cannon pinion 
from its driving wheel (step 5). Continue with dis- 
assembling on bridge side. 


9386 «= 59987) one (308 
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CANNON PINION WITH 


5 WHEEL 
ORIVING WHEEL (ONE UNIT) 4 


Figure 6 


Assembling—After assembling on bridge side, pull 
stem out into setting position and continue from 9-1. 
6@—Position correcting segment 9384, flat side of 
shoulder toward inside movement, as in diagram, be- 
fore replacing spring. 2@—Position lever 9387, fit- 
ting its hook end into the groove of correcting seg- 
ment 9384. The round hole of the lever fits over the 
setting bridge screw. 1@—Check that pin of set- 
ting lever juts through slots in interlocking lever 
9387 and minute work cock 462 before tightening 
screws. 

Lubricate with heavy oil on posts of 9384 and 9386, 
all setting wheels, posts, and pin on setting lever. 

Should the watch require regulation of a full min- 
ute, setting the watch will adjust it for 15 seconds. 


Therefore setting the watch ahead four times will 


push the regulator forward one full minute of regu- 
lation. This is done by advancing the hands five min- 
utes or more, then pushing the crown inward, re- 
peating the setting operating and pushing in the 
crown again and so on until the multiple of each 
15-second cycle is completed. For the final phase, it 
is only required to move the hands around the dial 
in the same direction to the correct time. Should 
the watch be in good regulation and it is required 
to set the hands without disturbing the regulation, 
this is done by overshooting its mark by about 10 
minutes, pushing in the crown, pulling out the crown, 
and then setting the hands. gaa 
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WORKSHOP 
QUESTIONS 


“PIG EARS’: My watchmaker 
tells me that he not infrequently 
finds “pig ears” raised under the 
balance cock of new watches 
which our customers swear have 
never been repaired. Back in my 
“day” at the bench, this was al- 
ways considered as sure evi- 
dence of the watch having been 
in the hands of a “botch” work- 
man. Is this now accepted prac- 
tice? H. E. Green, Leesburg, 
Fla. 

Answer: “Pig-ears,” “dog- 
ears,’ or whatever else you will 
call the burrs under a balance 
cock are certainly out of place 
under this or any other part of 
the watch. I am almost certain 
that these are not put there by 
the manufacturer or the assem- 
bler, notwithstanding the custo- 
mer’s assertion that the watch 
has never been repaired. 

When the endshake of a bal- 
ance in a new watch has to be 
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adjusted for some unexplained 
reason, this practice is certainly 
not the trick used. Adjustments 
made today are with the fric- 
tion jeweling tool. Even years 
ago when endshakes had to be 
increased, the watchmaker at 
the factory during the days of 
bezel-set jewels had the knack 
of prying up the bridge while 
the balance was in the watch. 
He used a short sturdy lever, 
steadied against the barrel 
bridge or escape bridge end, 
pried it up and eased it carefully 
down. This actually bent the 
bridge just a little, enough to 
increase the endshake without 
telltale marks. With today’s pre- 
cision manufacturing control, 
endshaking is unnecessary. I can 
only theorize that some contrac- 
tor-watchmaker, casing the new 
watch, had a number of staffs 
broken and performed this 
sloppy expedient with ill-fitting 
materials. But again. this is 
merely conjecture. 


* * * 


CLOCK-CLEANING: In your Feb- 
ruary issue you gave a formula 
for a clock-cleaning solution. We 
mixed it according to directions 
but our end result was not what 
we expected. First of all, there 
were jelly-like blobs which 
would not dissolve. Secondly, 
when we used our L & R rinsing 
solution, a thicker jelly-like sub- 
stance formed on the clock. We 
then put the clock back in the 
cleaner and rinsed it with hot 
water—but, after drying, we 
found “plastic-like” strings 
wound around all parts of the 
clock and plates. What did we 
do wrong? Several pharmacists 
agree we mixed it according to 
the directions, but they can’t 
give any reason for the result.— 
Van’s Jewelry, Elkhart, Ind. 


Answer: We have used such 
a formula and so have many 
others without this experience. 
We also have asked chemical 
engineers what might have been 
the catalyst in this case and they 


can only conjecture that you 
might have used old or rancid 
chemicals, most likely the oleic 
acid, or there may have been 
traces of some petroleum-based 
product in your mixing jar. 
Using this formula with the 
L & R rinse, which is a petro- 
leum-based product, may have 
caused part of the trouble. If you 
are wary of the formula first at- 
tempted, this one is a little sim- 
pler to follow and will give 
about the same results: Oleic 
acid, 2 oz. (59.2 cc) ; ammonia, 
8 oz. (237 cc); acetone, 4 oz. 
(118.4 ec); total, 14 oz. or 
414.6 cc. 

Place this in a gallon jug and 
fill the rest of the container with 
water. For your rinse, you had 
better use a water-solvent rinse 
such as “isoprop”’ alcohol. 


* * %* 


ELSON LATHE: Can you tell me 
who makes and distributes the 
Elson lathe? I have one that 
needs reconditioning. Ballard & 
Son, Wilson, N. C. 


Answer: The Elson lathe was 
made bv the M-J-Lampert Co. 
of 352 Fourth Avenue, New 
York 10, N. Y. 


* * 


ULTRA-SONIC WATCH CLEANING: 
As you know, we have been reg- 
ular subscribers to your maga- 
zine for years. We are enclosing 
a clipping from the Philadelphia 
Inquirer. Notice the ultra- 
sonic cleaning of watches. What 
is meant by FCC approved? 
What is this method of watch 
cleaning? Webb Jewelers, West 
Chester, Pa. 


Answer: Ultra-sonics is a 
very new method of watch clean- 
ing, not yet fully accepted by 
the industry since at the time of 
this writing, no universal meth- 
od of applying the system has 
been reached and much confu- 
sion still exists. The writer is 
doing a great deal of study and 

PLEASE TURN TO PAGE 150 
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WATCHMASTER FEATURES 


Gear shift provides straight-line 
on-time records for odd-beat 
watches. Watchholder tests cased 
watches or uncased movements in 
any position. Microphone snaps 
out for testing clocks, also watche 
on customers Hairspring 
vibrator is a part of watchhoider. 
Earphones included. Other features. 


wrists. 
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ELIMAG 


BENCH COMPANION 
TO THE WATCHMASTER 


Eliminates completely all magnetic 


effects from any 
1/10 second. 1{5 
than ordinary 


watch or parts in 


stronger 


Jemaanetizers. 











AND HERE THEY ARE! 


“The WatchMaster pays for itself through earn- 
ings in excess of monthly time payments for its 
purchase,” say users. 


They tell us, The consistent accuracy and the 
dependability of its operating features improve 
work, minimizing “come-backs”. That saves time, 
builds prestige and good-will . . . attracts more 
customers. 


And the WatchMaster’s long life and low main- 
tenance cost saves money in the long run. 


So, there is no logical reason for not owning a 
WatchMaster. It’s Better to Buy the Best. 


Made, sold, serviced 
by cAmericans 


MORE WATCHMASTERS HAVE BEEN SOLD AND ARE BEING SOLD THAN ALL OTHER WATCH-TIMING MACHINES COMBINED 


American Time Products, Inc. 

580 Fifth Avenue, 

New York 36, N. Y. 

Nam- 

Gentlemen: 

[] Please arrange WatchMaster 
demonstration at my bench. 
No obligation of course. 


Please consider this as our order 
for one Elimag. 
“) Check in full enclosed ($24.75) 


Bill us $24.75 plus postage. 
State taxes (if any) extra 


Address 


Above prices U.S. A. only City, State 
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FROM PAGE 148 


experimenting with many types 
of units in order to arrive at 
some basis for a report. This 
report will appear sometime 
during the summer in JC-K, 
In short, ultra-sonics are very 
short and very numerous waves 
sent into cleaning liquids in 
which watch parts are im- 
mersed. These thousands of 
short waves and vibrations per 
second cause millions of tiny 
bubbles to form and burst. As 
they burst against the metal 
parts in the liquids, these tiny 
explosions shake loose any dirt 
or oxides clinging to the parts. 
Under laboratory and close-con- 
trol methods, this system has 
been in use in watch factories 
for cleaning and degreasing 
newly machined parts of uni- 
form shape, size, weight, metal- 
lic composition and structure. 
Under these conditions this sys- 
tem gives truly remarkable re- 
sults. Some commercial units 


have now begun to appear which 
are adapted to cleaning the 


watch. Like all new methods, 
sometimes the claims have been 
rather ambitious. However, an 
unbiased report will be made as 
noted above. Studies up to now 
show that some modified suc- 
cesses have been achieved. The 
term ultra-sonic stems from the 
fact that the vibrations are so 
numerous per second that they 
are above the range of human 
hearing perception. 


* * * 


“SINGING HAIRSPRINGS”: Would 
like to know what causes a 
“singing hairspring’” and how 
to correct it. On my bench are 
two 16 size Elgins. One springs 
in all positions, the other in only 
one position. Everything is in 
order on both watches—regula- 
tor pins, adjustments, springs 
perfectly centered and true, not 
dragging on wheel or bridge. 
Both are overcoil-type springs, 
regular blue-steel and both have 
a sharp bend in the overcoil at 
the second bend. One of these 
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watches did not have the hair- 
spring sing at all until I had to 
reshape the overcoil to move its 
coils closer towards the balance 
staff in order to make it time 
better. In this reshaping work 
I had to alter the regular section 
of the spring and so made it a 
little sharper bend than I in- 
tended to. Both springs and 
regulator pins are clean in both 
watches, the springs not stick- 
ing to pin sides at all. I will 
wait until I hear from you be- 
fore trying a little wider curve 
on the two springs at the second 
bend. A. W. Ware, Cuthbert, 
Ga. 


Answer: “Singing” hair- 
springs are those which seem 
to emit a musical note with each 
beat of the escapement. I would 
not correct it at all. It is con- 
sidered a good sign that all is 
in order. The “singing” is 
caused by the roller jewel’s be- 
ing struck by the fork slot with 
positive assurance. This causes 
the sound to travel through the 
balance staff and to the stiff, 
steel hairspring where the sound 
is transmitted into a high- 
pitched gong-like tone. In this 
case, the hairspring is a gong, 
just like those on some clocks. 
After all, with the stiff, steel 
hairspring, any sound struck on 
it would have a gong-like tone. 
The sound could also come from 
the regulator pins if they were 
too far apart and the hairspring 
vibrated against each of them. 
Another possible cause is that 
with a very closely adjusted es- 
capement, the fork may drop 
hard on the banking pin, bounce 
back and its guard finger strike 
the safety roller, the sound be- 
ing harmoniously emitted from 
the hairspring. 

Concerning the shape of the 
overcoil or “Breguet,” do not al- 
ter this. Bringing the bend 
closer to the staff will only re- 
sult in causing the short arcs at 
the end of the day’s run to be 
faster than those when the 
watch is fully wound. Changing 


the shape of the overcoil should 
only be done to correct the iso- 
chronal rate. Summarizing, do 
not try to eliminate the “zing” 
in the hairspring. If your watch 
times in positions and rate, leave 
it alone. The “singing” in most 
cases is the sign that things are 
going well. If your hairspring 
is perfectly flat, vibrates and 
develops concentrically when in 
motion, leave it alone. Tamper- 
ing with it will only spoil the 
results you really should be look- 
ing for—that is, good timing. 


* * * 


CLOCK FOR PULPIT: I have re- 
ceived a great deal of help from 
your answers to the problems of 
others and would like some help 
with one of mine. One of our 
local churches wishes to install 
an electric clock (approx. 314” 
diameter) in the pulpit. This 
necessitates the clock running 
in the dial-up position. I have 
tried movements from clocks 
that I have in stock but they do 
not keep time in this position. 
Can you tell me what type clock 
to get and where I may obtain 
it? Remelts Jewelry, Byron Cen- 
ter, Mich. 


Answer: I have made numer- 
ous inquiries of electric-clock 
specialists in New York and al- 
most all agree that the Tele- 
chron unit should serve your 
purpose. This unit has a very 
light rotor with substantial 
stator-magnets which should 
easily support the rotor in actual 
free suspension. There are nu- 
merous makes of lecterns which 
have automatic devices installed 
such as raising and lowering of 
the reading-table lighting and 
almost all of these have a time 
clock of synchronous motor ori- 
gin. One of these I think is made 
by IBM but rather expensive. 
Perhaps you might be better off 
with a good, jeweled, 8-day 
backwind clock. However, you 
can still try the Telechron unit. 
Another suggestion is to take 


the clocks you have and have 
PLEASE TURN TO PAGE 152 
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WANT BETTER 





GOLD PLATING? 


Gold plating of small findings is our 
specialty. With our patented “Spectralloy 
Process’ we can provide a more uniform, 
more durable plating for your small find- 
ings. 

This exclusive process deposits four 


metals in alloy with gold and the result 
is a harder, more lustrous finish. 


Why not call Spectranome on your next 
plating job? Better gold plating will 
make your product better. 





SPECTRANOME PLATING CO., INC. 


336 W. 13th STREET « N.Y. 14, N.Y.* AL 5-8677 
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BUILD YOUR OWN 
REFERENCE LIBRARY 


Each month, JC-K brings you a wealth of helpful ideas 
on promotion, merchandising, advertising, publicity, mod- 
ernization and many other subjects directly involving your 
business. 


Be sure to save al] your copies of JC-K, to build a refer- 
ence library of the jewelry business that cannot be dupli- 
cated anywhere. 


In January, the editorial index will provide you with a 
priceless merchandising tool. This complete index will 
serve as a guide to your own reference library. 





























FOR JULY, 1957 












ms 
















MS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturers of Quality Earrings 




















SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts abeut B.TS. 
and its work: Your Future and Our Scheel, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A. or any State 
Board examinations. 

Highest authorities say, “B. T. S. is the bess 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Jehn J. Bowman, 
Director 


Courses Approved for Korean and Other Veteraas 






























a 


THINNEST AUREOLE 


Wafer-thin, 18K gold i , 
electronically-tested timepieces 
of elegant simplicity 
and faultless accuracy. 
17 Jewels 
Unbreakable Mainspring 
WHEREVER FINE WATCHES ARE SOLD 


————, WATCH 
AUREOL® corp 


Since 


1e6s 580 FIFTH AVE.. NEW YORK 36, N. Y. 





QUESTIONS & ANSWERS (from page 150) 


your watchmaker place a cock 
over the exposed rotor so that 
the emerging pivot of the rotor 
may rest on this cock which will 
then serve as an endthrust. This 
certainly should do the trick. 


* * * 


BOOK REVIEW 


Swiss Self-Winding Watches 
By B. Humbert 


Mr. Humbert is familiar to 
many American watchmakers as 


THATCOUNTS gz 


UNBREAKABLE 
ALLOY 
WHITE , 

MAINSPRINGS 


have been tested for 10,000* windings 


without breaking or showing fatigue 


Yes, there are many white- 
colored mainsprings but only one 
NIVAFLEX—already used in more 
than 30,000,000 watches. Look 
for these NIVAFLEX features. 


UNBREAKABLE — 

NIVAFLEX is 100% resistant to corrosives, 
including acid and salt water. Absolutely 
rustproof. 


ANTI-MAGNETIC — 
NIVAFLEX is not affected by thunderstorms 
or sudden temperature changes. 


WILL NOT SET — 
NIVAFLEX is fatigue-proof — stays at full 
strength even up to 10,000 windings. 


SPECIAL FEATURE! 


HR NIVAFLEX mainsprings 
can be inserted directly into 
the barrel. No winder is 
needed. Simply place the re- 
taining ring against the bar- 
rel and push spring out. 








POPULAR SIZES AVAILABLE! 


129 most popular sizes plus 13 
Chronograph sizes at $5.75 per 
dozen, and 13 sizes for Auto- 
matics with bridles attached at 
$6.75 per dozen. 


AVAILABLE IN ASSORTMENTS! 


Cabinet 60-175. One each of 72 sizes for 
Swiss watches in 1-drawer Standard Steel 
Stack-up Cabinet with permanent index 
system 





Unit NV-I. Same as above only in card- 
board box. Includes indexes . $3 5.90 


Unit NV-II. 12 popular sizes for Chrono- 
graphs and Vulcain Cricket. Includes chart 
and indexes in cardboard cabinet $6 00 


Unit NV-IlIl. 12 popular Automatic Main- 
springs with bridles in cardboard cabinet 
with chart and indexes $6.95 


Cabinet 60-188. The best 24 sizes in a 
handsome 24-partition leatherette cabinet 
complete with chart showing all the 
models the mainsprings will fit $17.95 








Sold only thru material supply houses. 


Write us or your material supply house for circular 








*over 28 years in a watch used daily 


the author of numerous articles 
'on watch repairing and for his 


last book on Calendar Watches. 


_Mr. Humbert is also lecturer at 
'the School of Horology in 
| Bienne. In this new book, Mr. 
' Humbert has collated his many 


articles which have appeared in 


| the Journal Suisse and put them 
| into book form. This is quite 


fortunate for he has made a 
book that should be of great in- 
terest and practical use to the 
American watchmaker. In this 
book, the author has covered 
most of the current Swiss self- 
winding watches in great detail 
and has explained how each 
should be assembled and re- 
paired, giving oiling hints and 
methods of coping with each 
particular make of watch from 
the cheaper models to the very 
highest grade. At the end of 
each exposition on a watch he 
even gives the correct main- 


' spring and gauge of the bridle 
| to be used. 


The book starts off with a 


short historical background of 
_ the self-winding watch, showing 
_its beginning from the watches 
_of Breguet and Perrlet. A short 


chapter covers the principle of 
the slip-spring attachments and 


_the methods of inserting these 
_in the barrel. The principles of 
_ providing methods of reversing 
_ devices so that winding occurs 
in both directions is covered 
| adequately. 
_Bidynator principle and the 


These include the 


pivoted-yoke reversing gears as 
in the Schild models. 

Most of the drawings are of 
the flat-view line type which is 
easy to understand. These are 
large and clearly lettered. 

Another feature of the cover- 
age is the description of the re- 


| serve power indicators used now 


on many self-winding watches. 
Many of these devices are ex- 
plained together with repair and 
maintenance hints. Also covered 


_are the numerous different types 
| of double-crown wheels and dou- 
| ble-ratchet wheels. 
' and under type of double wheels 


The upper 
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are those employed in self-wind- 
ing watches for the purpose of 
preventing undue wear on the 
self-winding wheel train pivots 
when the watch is wound manu- 
ally. It is noted that when some 
of these watches are wound 
manually, often the self-winding 
train wheels race like mad. The 
use of this type of double wheel 
eliminates this wear. Mr. Hum- 
bert explains the principles of 
these as well. The book has 229 
pages of instruction and almost 
400 figures. It is bound in hard 
covers and has some attractive 
ads in the back of the book. The 
size is 814,.x 10! inches, good 
paper stock. It is available from 
the Overseas Publishing Co., 66 
Beaver Street, N. Y. The U.S.A. 
price is $7 (English edition). 


STOPWATCH 
Hd. 


Largest selection 

of quality Stop- 
watches and 
Chronographs in 
America. Quick 
service for jewelers. 









WRITE TODAY FOR CATALOG 


M. DUCOMMUN CO. 


580 Fifth Ave., NEW YORK 36 





ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y 
Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 


WATCH REPAIR 


Dependable Fast * Economical 





Over a Quarter-Century 
of Service 
. 


Watches Insured and Safeguarded 


T Mal lual | oaks Dae 
= 


All Work Watchmaster-Tested 
- 


Ask for Price List 
Pv ay 11 me al- |e @la- | i 


Cooper s Watch Repair Co. 


48 West 46th Street. New York 36. N. Y 
Plaza 7-1740 
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THE JEWELRY REPAIR 
MANUAL 


by Allan R. Hardy and 
John J. Bowman 


Very often this reviewer re- 
ceives requests for a manual on 
‘the repair of jewelry. The Jew- 
‘elry Repair Manual is one that 


will be recommended because it 
is well written and the authors 
‘are both men who have had a 


fine reputation as craftsmen and 
teachers. John J. Bowman is 
director of the Bowman Tech- 
nical School in Lancaster, the 
oldest school of its kind in this 
country, and he is technical edi- 
tor of the JEWELERS CIRCULAR- 
KEYSTONE where for years he 


'ran the questions and answers 


column. Mr. Bowman holds 
many honors for his educational 
contributions. Mr. Allan Hardy 


‘is Jewelry editor of the Ameri- 


can Horologist and Jeweler and 
was an instructor at the Bow- 
man school. 

This book has 152 illustra- 
tions for its 14 chapters and 160 
pages. The various chapters deal 
with tools and equipment of the 
jeweler and repairer, sawing 


_and filing, soldering, buffing and 
polishing, ring sizing, joint, 
catch and pinstem work, chain 
and 
general repair, making useful 
‘tools, stonesetting, repairing, 
mountings and formulas. 


link repair, hinge work, 


The illustrations show clearly 
how to polish, use the blowpipe, 
set various kinds of stone in the 


‘most popular types of stone set- 


tings and mountings; some of 
these are the Tiffany mountings, 
Flat-top, Fishtail, I[llusion-type 
mountings, Tube settings, Bezel 
settings. The manual also de- 
scribes how to properly secure 
the stones in their mounting and 
illustrates the various tools and 
hand manipulations in going 
about the job. The price of the 
book is $4.95 and is published by 
D. Van Nostrand and distrib- 


‘uted by the Roberts Publishing 
Co. of Denver, Colorado. 


Henry B. Fried 





> ~—s NEWALL 
ney 
RING 

Truly 

W after- 


proof 
Crown 














ae 
The "“O" ring washer in this newly de- 
signed crown is round like a doughnut 
instead of being flat. Small point of 
contact makes watch easy to wind. As 
“O" ring wears, it springs out to keep 
a truly waterproof seal. The “O" Ring 
was developed during the war where it 
was used for crucial protection of in- 
struments from water. Now you can use 
this superior Newall W.P. crown. 


No. 120S—12 Stainless Steel Crowns $5.65 
No. 121Y—12 Newall Quality Yellow Crowns 5.65 
No. 122—12 Each Stainless & Yellow 10.00 


Also available in 24 and 72 
bottle cabinets. 


Order From Your Newall Jobber 








WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Hil. 


Students may enroll at any time of the year 

















WATERPROOF CROWNS 





Write for 
full information 
and free samples. 


JULES BOREL & CO. 


1015 Walnut St. Kansas City, Mo. 











CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED"—-Regular type $2.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $7.00; 
tional words 25 cents per word. 


addi- 


“HELP WANTED"—"LINES WANTED“—and “SIDE LINES"“—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


©@ Advertising matter addressed to clasei- 
fied advertisers will not be delivered. 

© Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 





JEWELRY repairman, diamond setter and 
engraver over 30 years’ experience, 
seeks position with first-class store; 
southeast preferred. 


WATCHMAKER, sniedidnalites and : sie 
able mechanic seeks steady and inter- 
esting job in fine retail store in midwest. 
Address “P., 3080,’ care of JC-K 


SINGLE man, abdianed’ twenty years’ 
retail experience; South and southeast; 
would like road job; southern territory. 
Address “H., 3081," care of JC-K. 


BOOKKEEPER-Accountant, heavy exten- 
sive experience: highly capable; out- 
standing record: see ‘king responsible 
position. Address “S., 3123,” care of 
JC-K 


WATCHMAKER 40, finest references; lo- 
cate any place there is plenty of work; 
percentage preferred with $100.00 week 
guarantee; 20 years experience. Ad- 
dress “T., 2992,” care of JC-K. 


RETAIL credit salesman-manager: 12 
years’ experience wishes to relocate in 
northeast; 35 years old family man; 
with full knowledge of business. Ad- 
dress “K., 3133,” care of JC-K. 


SALESMAN, displayman, sign writer: one 
of the very best in the country; avail- 
able progressive credit jewelers; heavy 
exp.rience all departments. Address 

3084,” care of JC-K 


DEPENDABLE watchmaker, 25 years’ ex- 
perience on all watches and clocks with 
good habits and appearance wants posi- 
tion with first class jewelry store. Ad- 
dress ““B., 3140,”" care of JC-K. 


DIAMOND buyer and assorter; experi- 
enced in picking diamonds for rings and 
filling special orders; excellent back- 
ground and references. Address “F., 
3125,” care of JC-K. 
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PRODUCTION manager, young woman; 
several years’ experience in diamond 
ring house; excellent background in all 
phases of ring ccc Address 
**323,”" care of 





REPRESENTATIVE with large following 
among retail jewelers in South and 
southwest desires connection with dia- 
mond or gold jewelry concern. Address 
"322," care of JC-K 





MANAGER, salesman; executive ability; 
25 years’ experience; all phases jewelry 
business; credit; advertising ; merchan- 
dising; desires affiliation with reliable 
firm. Address “J., 3101,” care of JC-K. 





FINDING salesman seeks better line com- 
prising component parts ring mountings, 
cuff links, earrings, wedding rings, etc; 
nationwide acquaintanceship; reference. 
Address “S., 3134,” care of JC-K. 





GEMOLOGIST, Canadian, age 26: 6 
years’ experience in retail store; desires 
position with larger retail or wholesale 
firm; excellent references. Address “A., 
3129,” care of JC-K. 





DIAMOND man, thoroughly experienced ; 
wishes to con”.ect with established, repu- 
table New York ring or diamond house; 
best references. Address, 319,” care of 


™ 


COMPETENT watchmaker, 25 years’ ex- 
perience with leading jewelers: desires 
permanent position southern store; con- 
genial; fine habits; excellent references. 
Address “B., 3130,” care of JC-K. 


WATCHMAKER, engraver, clockmaker, 
jeweler ; knowledge of buying and sales; 
25 years’ experience; 10 years self-em- 
ployed; Bowman graduate. Philip W. 
Stifnagle, 115A Coughlin St., Berwick, 
Penna. 











DIAMOND expert; over ten years’ ex- 
perience in buying, selling, grading or 
appraising in all phases of loose or 
mounted iamonds; excellent back- 
ground and references; age 34. Address 
“B., 3096,’ care of JC-K. 


— ee 


DIAMOND, assorter and appraiser; ex- 
perienced in mounting rings, fill orders; 
number of years with large ring manu- 
facturer; references; New York City 
preferred. Address “P., 315,” care of 
JC-K 





EXPERT watchmaker, diamond setter, 
jewelry repair man; age 35; wants po- 
sition in lowa or Minnesota; licensed ; 
must have plenty of work for above 
average salary. Address “J., 3124,” care 
of JC-K. 





WATCHMAKER, jeweler and diamond 
setter; expert craftsman; reliable; 14 
years’ experience ; executive ability ; de- 
sires permanent position or store in mid- 
west; excellent references. Address “R., 
3104,” care of JC-K 





SALESMAN: buyer, manager, watch de- 
partment; thorough knowledge mer- 
chandising; desires connection with 
leading store; south preferred ; excellent 
references. Address “B., 3105,” care of 
JC-K., 





_——— 


TOP salesman, 30 years’ experience in all 
phases credit jewelry store operation ; 
credits; collections; window trim; per- 
sonal supervision; merchandising; de- 
sires connection with progressive firm ; 
presently employed; married, 48, col- 
l.ge graduate. Address ‘“K., 3132,” care 
of JC-K. 


BOOKKEEPER, full charge, secretary, 
stenographer, executive, accustomed re- 
sponsibility, trustworthy, excellent dia- 
mond and jewelry background; creaits; 
collections ; taxes; personable; excellent 
references. Address “D., 3094,” care of 
JC-K., 


MERCHANDISE manager, buyer; super- 
visor; capable young executive with 
many years successful experience dia- 
mond and jewelry buying; merchandis- 
ing; inventory system and controls and 
customer problems; can take complete 
charge or right hand to owner in any 
phase of jewelry retailing or wholesal- 
ing. Address “H., 3122,” care of JC-K. 





CAPABLE, young family man, presently 
employed retail credit; thoroughly ex- 
perienced jewelry business ; industrious, 
ambitious, conscientious and very adapt- 
able: desires opportunity to prove abil- 
ity ; excellent references. Address “321,” 
eare of JC-K 





GENERAL Manager, presently em- 
ployed with small jewelry chain in 
charge of entire operation; am de- 
sirous of a position with a future; 
present salary eight thousand. Ad- 


dress “ Mladid 506%, ” care of whoa -K. 


FORMER manufacturer seeks position 
with wholesale or manufacturing firm 
as assistant to owner or as plant mana- 
ger, 25 years of thorough experience in 
manufacturing, costs, sales, personnel, 
ete. Will relocate. Address “S., 3142,” 
care of JC-K. 


JEWELRY supervisor with 10 years’ 
chain jewelry store experience seeks po- 
sition as supervisor retail jewelry chain ; 
have full knowledge of credit depart- 
ment merchandising, sales, organiza- 
tion, hiring and training of personnel; 
will relocate, single, age 31, college. 
Address “M., 3077,’ care of JC-K. 


SALESMAN 37 single over 14 years; di- 
versified experience with outstanding re- 
tail cr dit jewelers; thorough knowledge 
of chain store operations, buying, pro- 
motions, window trimming, credits and 
collections, desires position with pro- 
gressive jeweler. Address “M., 3070,” 
care of JC-K. 
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SALESMAN: excellent background 
and sales record; twenty-three 
years successful selling in the east 
to the best cash and credit retail 
jewelers; interested in top watch, 
diamond, gold and platinum jewelry 
line; finest references; confidential. 


Address * Dn 3128.” care of JC-K. 


COMPTROLL E R, office manager, account- 
ant, 9 years’ experience precious jewelry 
manufacturing supervised large office, 
credit and collections, purchasing, fi- 
nancing production and inventory con- 
trols; financial statements, budgets, cost 
analysis, tax returns gold reports. Seek- 
ing New York city position: Address 
195 Beach 40 Street, Edgemore, New 
York. 


WATCHMAKER wants permanent posi- 


tion; 29 years at bench; can do watch, 
clock, radio, Ronson lighters and all 
electrical appliance repairs; also ring 
sizing ; know how to sell; dress windows 
and make window tags, etc.; have 
owned and operated store and trade 
shop; have operated pawn shop; 45 


years of age; good health; easy to get 
along with; know how to meet the pub- 
ie; would like a job in Florida or 
Georgia. Address “‘W., 3112," care of 
JC-K, 








Lines Wanted 





SIDE line of findings, gold, sterling silver 
and gold filled; experienced with good 
following: eight years’ traveling New 
York through t» North Carolina. Ad- 
dress “M., 3083,”" care uf JC-K 


AGGRESSIVE salesman desires to repre- 
sent well-established manufacturer on 
West Coast; can furnish highest refer- 
ences ; only worthwhile propositions con- 
sidered. Address “V., 3069," care of 
JC-K. 


—-— — — 


MANUFACTURERS’ representative; 
young aggressive salesman with follow- 
ing in New England desires direct 
jewelry or allied line to supplement 
present line. Address “G., 3081," care 
of JC-K. 


EXPERIENCED salesman, karat gold 
jewelry, charms, etc., and stone rings; 
over 200 active accounts: will consider 
side line % draw or full time operation ; 
best references present employer. Dave 
yaaa 59790 S.W. 39th St., Miami, 
“la. 


MANUFACTURERS’ representative with 
large following of jewelry, department, 
gift stores throughout New England 
wants additional line from manufac- 
turer of cast rhinestone jewelry; cover- 
ing all New England states several 
times a year; small towns included. Ad- 
dress “G., 3111,” care of JC-K. 





ESTABLISHED salesman _ covering 
California, Arizona and Las Vegas 
with fine cultured pearl jewelry 
desires gold line or established cos- 
tume jewelry line; full coverage of 
department, specialty and jewelry 
stores. Address, “K, 3135” care of 


JC-K,. 





SUCCESSFUL diamond salesman, 15 
years’ southern territory; wide foillow- 
ing; large users; experienced account 
control notes and dating; will consider 
companion line to present stone rings, 
split draw though would prefer full 
time effort; references and sales records 
—— Address “‘W., 3119,” care of 
JC-K. 





























Side Lines 





SALESMEN with retail following for 14K, 
die struck charms; good potential. Ad- 
dress “C., 3067,” care of JC-K. 


MANUFACTURER 14Kt. earrings wants 
salesmen for West Coast, midwest and 
New England states; carry as side line; 
commission basis. Address “S., 3075,” 
care of JC-K. 





SALESMEN with retail following wanted 
for fine, easy-to-sell, mounted diamond 
ring line : commission basis ; most terri- 
tories open. Address “B., 3102,” care 
of JC-K 


SALESMEN calling on the retail stores 
with our line stone rings, diamond din- 
n.r rings, cuff links, tie bars, crosses; 
on commission with established terri- 
tory; Address “C., 2968,” care of JC-K. 


SALES 
jewelry 
initial 
commissions. 
line. Address “S., 


CULTURED pearls: salesman wanted 
covering New York metropolitan 
area to carry a complete line of 
cultured pearls, Address *“*A., 3073,” 


representatives; calling retail 
or appliance; eastern seaboard, 
sale produces steady over ride 
Exclusive no competition 
3127,” care of JC-K. 








care of JC-K, 
SALESMEN with established territory 
calling on quality jewelers for known 


manufacturer of 14Kt gold watch at- 
tachments and bracelets; commission ; 
stat- experience, territory and refer- 
ences; Address “S., 3055,”’ care of JC-K. 


EXPERIENCED salesman wanted for 
Apex Quadra-Flex watch expansion 
band line; many territories available; 
send complete resume to Apex Acces- 
sories Company, Inc., Greenwich, Con- 
necticut. 





SALESMEN 
goods dealers: 
neck chains, all qualities; 


with retail following religious 
we are manufacturers of 
we have the 





line and the price, we can offer good 
proposition. Address “E., 3103,” care of 
JC-K. 

SALESMEN wanted calling on - jobbers 


and chain stores with our line of gents 
and ladies 14K and 10K stone rings, 
pearl rings: 14K Crosses: commission: 
give reference and territory now cover- 
ing. Address “C., 3088,” care of JC-K. 


MANUFACTURER higher priced sieah 
ity line 14K ladies and gents dis- 
tinctively styled jewelry; sold only 
to better stores; desires salesmen 
middle west, south, far west. Ad- 


dress, “T., 3110” care of JC-K. 











SALESMEN calling on retail jewelers 
in New Jersey, Pennsylvania, Chi- 
cago, Ohio; first quality line of 
medals, rosaries, bracelets, crosses 
in sterling silver and 14 karat. Ad- 
dress * bane 3097,” care of JC-K. 





SALESMAN to represent outstanding line 
of ladies’ white gold, and platinum 
watch cases, and attachments for dia- 
monds in west, southwest territory: line 
highly saleable, popularly priced; com- 
mission basis; jobbers don’t reply. Ad- 
dress ‘320,” care of JC-K. 





with established territory to 
the retail jewelry stores, to carry our 
general line of 14K ladies and gent 
stone rings, dinner rings, cuff links, 
commission ; state experience references, 
territory. Address “C., 3085,” care of 
JC-K 


SALESMEN 

















LEADING manufacturer of complete 
jewelry box line in plastics, velvets, 
ete.; outstanding for quality and 
style; has territories open for sales 
to chain stores. jobbers and better 
retailers; steady commissions. Ad- 


dress “A.., 3126. ” eare of JC-K. 


— 





UNUSUAL opportunity; salesmen, 2, 
midwest and Texas, lower south ‘o 
carry beautiful extensive 14K gold 
line; many established top accounts ; 
one non-conflicting line; Chester- 
field Jewelers, - 33 W 46th St., 
New York, N. 


SALESMEN for fine watch leila retails 
from $71.50 calling on quality 
jeweler; protected territories avail- 
able; draw against commission; 
only those with excellent references 
need apply; complete information 
first letter. Address, “F., 2680” care 
of JC-K 








Cc. & E. MARSHALL Company about to 
break loose with the first and only com- 
plete ultra sonic watch cleaning ma- 
chine and will be able to use salesmen 
to carry this item and others as a side- 
line: if you are interested, contact 
Harold F. Apple, Vice President of 
Sales, Western Division, at 309 Prae-. 
torian Building, Dallas, Texas. 








SALESMAN to represent manufacturer of 
ladies and gents stone rings, diamond 
rings, diamond mountings; wedding 
rings; must have non-conflicting line; 
New York, Pennsylvania and West Vir- 


ginia territory open; drawing against 
commissions; exceptional opportunity 
for right man. Address ‘S., 3141,” care 


of JC-K. 


CLOCKS; a ‘Setinaniched new line by 
America’s foremost manufacturer 
of modern clocks; rare opportunity 
for salesmen now calling on jobbers 
in east, southeast, midwest, south- 
west, west; if you like the advantage 
of selling a quality name and prod- 
uct, Address, “M., 3145,” care of 
JC-K. 





Reel 
Help Wanted 





watchmakers: per- 


WANTED, two A-l 
Address “T., 1460,” 


centage basis only. 
eare of JC-K 





jeweler who can repair 
Address “V., 1461,” care 


WANTED: A-l1 
and set stones. 
of JC-K 





WILL consider a good active partner in 
a chain of six jewelry stores; must 
know business. Address “W., 3117,” 
care of JC-K. 








NGRAVER wanted to take over well es- 
tablished engraving business; busy year 
round ; inv estment required; Illinois. 
Address “H., 3138,” care of JC-K. 








JEWELER, good mechanic one possessing 
business ability; wonderful future for 
a capable man: write in detail. Address 
“S., 3089,” care of JC-K. 


PERMANENT position open for top 
salesman with executive ability; 
Arthur’s 460 E St., San Bernadino, 


California. 








(Continued on page 156) 
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(Continued from page 15.) 


YOUNG watchmaker with approved 
schooling as second watchmaker in 
small store; good pay; chance for ad- 
Vancement. Write Gray Jewelry Co., 
Montrose, Colo. 


SALESMAN—experienced retail salesman 
with knack of making good customers 
and keep them; watchmaker and jewel- 
ry repair background. Address “3121,” 
care of JC-K. 


A-1l| JEWELER who can repair; set stones 
and do special order work; our firm 
established forty years. Fred J. Thele- 
man, Inc., 617 N. Second, Milwaukee, 
Wis. 


SALESMAN, must be experienced; p.r- 
manent for middle west, state experi- 
ence, age, salary expected; must have 
good references. Address “W., 3118,” 
care of JC-K. 


MANUFACTURER sterling silver jewelry 
novelties desires man to take over es- 
tablished route from Maine to Virginia 
of retired salesman; commission basis. 
Address “K., 3082," care of JC-K. 


SALESMAN living in Chicago to cail on 
credit retaii jewelry stores in midwest 
territory with promotional line of men’s 
cuff link and tie bars; state exp_rience. 
Address “B., 3068,”’ care of JC-K. 


SALESMAN for Ohio, Indiana for general 
jewelry wholesaler with all top lines: 
highest commissions paid; all top lines, 
contact president, C. & H. Rauch, Inc., 
Lexington, Kentucky; Phone 3-3974 
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WOMAN, thoroughly experienced in- 
ventory control, diamond sorting 
and picking, for fine Detroit jew- 
elry firm; salary open. Address, 
“K., 3136” care of JC-K. 


IMMEDIATE employment for the follow- 
ing to work in trade shop; one diamond 
setter, one polisher, two jewelers; state 
experience, salary expected, and when 
available. Address “‘S., 23052,” care of 
J C-K. 


WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
State age, experience, salary expect.d, 
in first letter. Address “R., 2165,” care 
of JC-K. 


WATCH salesman with following among 
wholesalers, department stores: wanted 
by importers of fine 17 jewel popular- 
priced Swiss watches with exclusive 
features. Address “B., 3065." care of 
JC-K. 


SALESMAN with a non-conflicting line to 
represent a manufacturing jeweler with 
wedding rings, etc., fast selling line: 
strictly commission -basis; give informa- 
tion in detail, territory, experience, ete. 
Address “S., 3090,"" care of JC-K. 


COMBINATION jeweler and diamond 
setter for trade shop; permanent 
position; good pay; Syracuse Jew- 
elry Mfg. Co., 908 University Bldg.., 
120 East Washington Street, Syra- 
euse, New York. 





SALESMEN wanted for high type credit 
jewelry store in one of larger cities in 
North Carolina; only high type quali- 
fied and progressive man need apply: 
provide complete details and picture in 


first letter. Address “B., 3086.” care of 


JC-K 


SALESMAN to carry exclusive popular 
priced line gold filled and _ stainless 
watchbands direct to the retailer; at- 
tractively packaged, good commission, 
line available July 15th; advise terri- 
tory: no objection to non-competitive 
lines. Address “S., 3079,”’ care ot JC-K. 


SALESMAN wanted by established manu- 
facturer of top line of 14K sterling and 
gold filled charms, bracelets, brooches, 
earrings, tie clips, cuff links, money 
clips, etc.; write full particulars; many 
good territories open. Address “C,, 
3144,” care of JC-K. 





ASSISTANT manager for well estab- 
lished jewelry chain in northwest 
area or southern California; top 
salesman; excellent potential; top 
salary; plus commission and bonus 
and other incentives. Address “G., 


3099,” care of JC-K. 


WELL KNOWN fine gold jewelry and 
charm house, with good following of 
high class stores only, needs Midwestern 
representative with midwestern  resi- 
dence; line must do $200,000; drawing 
against commissions; must have A-l 
references. Address “S., 3076,” care of 
IC-K. 





OFFICE Manager, excellent oppor- 
tunity with watch importer; ex- 
perienced; supervise production 
and office procedure; inventory con- 
trol; correspondence; billing; full 
information and references first 
letter; replies confidential; Address, 
“F., 2837” care of JC-K. 








SALESMAN to call on retail jewelers 
in Kansas, Iowa, Nebraska, Mis- 
souri with additional non-conflicting 
line; largest manufacturers of gold 
and gold-filled jewelry and gold 
rings going direct to the retailer; 
replies confidential. Bojar Co., 107 
Stewart St., Providence, R. I. 


PROMINENT MANUFACTURER of gold 
filled and sterling men’s and ladies’ 
jewelry has sales position open in estab- 
lished territory working out of Chicago 
office; several attractive financial ar- 
rangements will be offered to right man ; 
experienced jewelry salesman preferred ; 
write complete resume and background. 
Address “‘S., 3148,” care of JC-K. 


os a 


WATCHMAKERS and department man- 
agers: openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions: high pay; 
state age, experience. People’s Watch 
Repair Company, 120 Summit &St., To- 
ledo, Ohio. 


OPENING in North Carolina for A-1 
salesman who understands credit jewel- 
ry business from A to Z; none other 
need apply; married man preferred and 
must be capable of promoting, window 
dressing, credit and advertising: a real 
opportunity for right man; give full 
particulars in first letter. Address “S., 
3078,” care of JC-K. 


SALESMEN; nationally known diamond 
ring house adding to our sales organiza- 
tion have open territories south, Centra] 
middle west, southwest, and New En- 
gland; men with established retail jew- 
elry store following need apply: $10,000 
drawing account against commission : 
give detailed antecedents in first letter: 
our men know of this ad; all informa- 
tion kept in strict confidence. Address 
“R., 3114,” care of JC-K. 





UNLIMITED future: Aggressive, ex- 
panding jewelry store chain has 
immediate opening for experienced 
man to manage credit jewelry store 
in central Wisconsin; excellent fi- 
nancial return and incentive plan; 
over 50,000 population; send de- 
tailed background and _ personal 
interview will be arranged at our 
cost; all replies in confidence. Ad- 
dress “S., 3071.” care of JC-K. 


WATCHMAKER repair fine watches, re- 
gardless how slow you work, age, reli- 
gion, permanent position air condition 
shop; also watchmaker take in work, 
wait on trade: all round jeweler, gen- 
eral repairs, set diamonds, engrave 
watchmaker and engraver; unquestion- 
able references as to your honesty, 
drink, smoke, satisfactory, we are prac- 
tical watchmakers, know how to ap- 
preciate good clean work. Shaws Jewel- 
ers, Galveston, Texas. 


MONEY making line for jewelry sales- 
men, retail following ; sell patented vari- 
gem gold stone rings; the only stone 
ring line wher. retail jeweler himself 
can interchange and securely reset a 
variety of birthstones and onyx stones 
in a vari-gem ring in 60 seconds; com- 
pact line; dynamic sales producing pro- 
motion program; excellent commission ; 
territories; supply references and ex- 
perience; confidential. David Pfeffer 
Co., Inc., 106 Fulton St., New York, 
New York. 


BETTER than average credit jewelry 
salesman to assist owner of medium 
siz.d store with excellent growth poten- 
tial: good salary plus commissions ; 
good hours and congenial working con- 
ditions in pleasant community 1% hours 
from Manhattan; capable, ambitious 
man, with managerial and part owner- 
ship aspirations will have opportunity 
to vet in on the ground floor. Write 
complete details in confidence to Seniel’s 
Jewel Box, 270 Main St., Poughkeepsie, 
N. Y., or phone GLobe 4-1180. 








AGGRESSIVE salesmen wanted to 
handle nationally advertised, com- 
plete religious jewelry line, com- 
petively priced; experienced man 
with retail following, giving com- 
plete coverage in any of the follow- 
ing territories; greater Pittsburgh 
and West Virginia; West Coast, 
Michigan and Ohio, Texas; many 
active accounts; 124%2% commis- 
sion; sideline permitted. Address, 


“L., 2920” care of JC-K. 





STORE manager; nationally known 
well rated retail jewelry chain has 
permanent position open for one 
experienced to operate all depart- 
ments in a high volume credit jew- 
elry store; high salary plus per- 
centage of sales or profits; annual 
Contract; transportation and mov- 
ing expense paid; age 25 to 40; 
state previous history, salary de- 
sired, and earnings for 1956; all 
replies confidential. Address, “R.., 


3113,”’ eare of JC-K. 








EXPERIENCED jewelry salesman who 
can meet and handle the quality 
trade of 59 year old jewelry store 
with more than 100 employees; 
only those interested in a perman- 
ent position whereby long-term 
mutual benefits can accrue; many 
fringe benefits such as life insur- 
ance, hospitalization; state quali- 
fications, experience, education, -ex- 
pectations; send snapshot which will 
be returned. Coleman E. Adler & 
Sons, 722 Canal St., New Orleans, 
Louisiana. 
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TWO salesmen; West Coast and south- 
west; where we are solidly estab 
lished; due to a re-alignment in 
our sales organization, we require 
2 top notch, experienced go getters 
with ambition, imagination and en- 
thusiasm to carry the most outstand- 
ing and complete gold ring line in 
the country; our slogan is “every- 
thing in rings”; promotional aids 
include window displays, merchan- 
dising plans, mats, retail price tags 
and full cooperation for volume 
selling ; this is your opportunity to 
join the fastest growing and one of 
the oldest ring firms, established 
1898, in America; give detailed re- 
sume in first letter; enclose photo- 
ct Address, “P., 3143” care of 


PROMOTIONAL BUYER; ADVER- 
TISING MANAGER; experienced 
buyer for promotional mdse. ap- 
pliances, with diamonds, watches, 
jewelry; experienced for firm well 
known and well rated; located vi- 
cinity, Chicago, Cleveland, Akron 
area; position requires a top-flight 
promotional advertising man, able 
to assume heavy responsibility, and 
complete operation; must be thoro. 
familiar with all important top re- 
sources; a prime requisite; this is 
a growth opportunity unlimited; 
replies confidential; state complete 
resume in first letter; Address, “R.., 


3146” care of JC-K. 


ADDITIONAL top flight salesmen re- 
quired for metropolitan and up state 
New York, Louisiana, Mississippi, 
Alabama, Texas, New Mexico, 
Washington and Oregon, West of 
Pendleton, Massachusetts, Rhode Is- 
land, Connecticut. To present the 
new Montrose Electronic Clocks, 
backed by television and complete 
advertising set up; also complete 
line of exclusive imports, 700 items, 
protected territory; our representa- 
tive must reside in the territory 
covered; only salesmen with fol- 
lowing will be considered; drawing 
accounts against commissions; if 
you are looking to increase your 
earnings, write P. R. Myers & Co., 
oe Building, Mamaroneck, New 

ork. 


DIAMOND salesman; we have an excep- 
tional opportunity immediate or in 
future for an experienced salesman to 
sell nationally known diamond rings to 
better stores; our firm has been recog- 
nized for 78 years as one of the most 
respected in diamond rings: constant 
advertising coverage in selling areas and 
generous commissions make this a 
lucrative proposition for a man who has 
established contacts and following 
among retail j-welers; we are particu- 
larly interested in men who will live in 
Minneavolis, Oklahoma City, Dallas, At- 
lanta, St. Louis, or their environs, who 
have trade in their environs: write or 
telephone Barnett Davis, Inc., Clark 
Building, Pittsburgh, P -nnsylvania, giv- 
ing full details of abilitv, past associa- 
tion, territories ; all replies confidential. 
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For Sale 


Stores, Stocks and Businesses 





MODERN jewelry store and fixtures: 
Alabama town; good lines; good loca- 
tion; long lease; desire retirement. Ad- 


dress “Box 86,” care of JC-K. 

FLORIDA jewelry store, complete figures, 
stock, tools, material, etc.: perfect for 
watchmaker; price $12,500: good lease. 
Address “‘P., 3100,” care of JC-K. 
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FOR SALE. small store; growing town; 
ideal climate; inventory $4000; retiring. 
R. M. Garrett, 515 No. Main St., Santa 
Ana, Calif. 





MODERN jewelry store, inventory $25,- 
000: well located, will lower inventory 
to suit buyer; good lease. Address “W.., 
3116,” care of JC-K 





RETIRING from manufacturing rings; 
small shop including stock $4500.00 in 
New York City. Address “M., 3087,” 
care of JC-K. 





LATHE, watch craft, C. & G. Marshalls; 
complete never used; cost $150.00; will 
sell for $85.00. Rieback Jewelers, 828 
Albany St., Schenectady, New York. 





ESTABLISHED engraving business ; good 
accounts, steady income, pleasant en- 
vironment: Illinois. Address “H., 5139,” 
care of JC-K. 


EL PASO, Texas, jewelry store and watch 
inspectorship for four railroads; a go- 
ing business; low rent; owner recently 
deceased. Write Adolph Soltner, Mer., 
414 North Stanton St., El Paso, Texas. 


JEWELRY Store in fast growing beach 


area; established 4 years; ideal for 
watchmaker: sacrifice due to illness. 
Vincent C. Raciti, 617 Lincoln Blvd., 


Venice, Calif. 


JEWELRY store in largest, fast growing 
suburb shopping center in Phoenix, 
Ariz.: fixtures $1500.00; stock approxi- 
mately $10,000.00; sell all or part. 
Owner, 1740 E. McDowell. 
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JEWELRY store, center of suburban busi- 
ness section; established 12 years: do- 
ing fine business; sacrifice, $10,000 han- 
dles. C. R. Hetzler, 3827 Mission Bivd., 
San Diego 8, Calif. 
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CALIFORNIA store, established 10 years; 
plenty repairs; good living; good stock; 
rent reasonable; stock and fixtures ap- 
proximately $22,000. Address “H., 3092,” 
care of JC-K. 





SIX modern long established cash and 
credit jewelry stores for sale, with or 
without stock. Address “W., 3115," care 


of JC-K. Reason for selling bad health; 
all stores well located. 


IXCELLENT buy for long well estab- 
lished hand and machine engraving 
shop ; all other business information will 
be given by mail; short distance from 
New York City in Jersey area. Address 
“F., 2978,” care of JC-K. 





FLORIDA, neighborhood store; estab- 
lished 10 years: clean merchandise; 
complete equipment for watch and 
jewelry repair; ideal for man and wife; 
reasonably priced. Sherman's, 2814 
MacDill Ave., Tampa, Fla. 

MODERN, beautiful cash and _ credit 


jewelry store; 100% location; excellent 
lease; exclusive Los Angeles area; ap- 





proximately $75,000.00 volume; partner 
dissolution: write for details. Address 
“F’., 3093,” care of JC-K. 

LARGE _ store, beautiful East Coast 


Florida city: established nine years; 
excellent repair stand; small inventory ; 
good spot for watchmaker: three thou- 
sand dollars full price. Address “A., 
3120,” care of JC-K. 











Massachusetts, 


JEWELRY 
stock 


south of Boston; 
up to $5500.00; 


Store eastern 
fixtures $2500; 
buy all or part; new 
high school across the street; new 
Woolworth store next door; no tools. 
Address “M., 3109,” care of JC-K. 





STUDIO City, California, established 
watch makers; jewelers opportunity 
complete $10,000 retiring newly decor- 
ated store in theatre building, busy 
location, cash store good for credit 
sales. Address “G., 3107,” care of JC-K. 





RETAIL jewelry store; good location in 
industrial town of 65,000; less than 1 
miles from Newark, N. J.; established 
25 years; good lines, excellent repairs: 
reason for selling other interests; will 
reduce inventory to satisfy buyer. Ad- 
dress “C., 3147,” care of JC-K. 





JEWELRY store, 44 years in Long Beach, 
California ; $35,000 stock with fixtures; 
located in shopping center; modern 
building; reasonable rent; owner retir- 
ing: ~vill sacrifice for $20,000; part cash 
balancs terms. Address “C., 3074,” care 
of JC-K. 








FOR SALE, jewelry store; good repairs: 
clean merchandise; located center of 
shopping district; $35.00 per month 
rent; 1,300 population; excellent oppor- 
tunity for watchmaker and wife; south 
central Nebraska. Address “L., 3095,” 
care of JC-K. 








MODERN jewelry store located in indus- 
trial area seven miles from Pittsburgh, 
Pennsylvania; will sell entire business 
or a part interest to any aggressive 
young man; good opportunity ; cash not 
necessary ; ill health. Address “‘S., 3098,” 
care of JC-K. 
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JEWELRY manufacturing, special order, 
repairing, engraving, serving approxi- 
mately 300 retail stores; fully equipped 
and staffed for production work; owner 
retiring; will consider efficient produc- 
tion management. Address “H., 3106,” 
care of JC-K. 


JEWELRY store, southern California com- 
munity ; 118,000 population ; long estab- 
lished ; top lines only; excellent reputa- 
tion; repairs alone cover overhead; 
credit sales potentially large; inventory 
approximately $19,000.00; lease im- 
provement and fixtures $21,000.00 ; will 
sacrifice for $20,000.00; owner retiring. 
Umstead Jewelers, 406 North Brand 
Blvd., Glendale, California. 





LOCATION in heart of Montgomery, 
Alabama downtown section; store 
recently closed due to having an- 
other location in the city; will sell 
all floor and wall fixtures, a National 
Cash Register installment posting 
register, a five ton Carrier air con- 
ditioning unit; display and office 
equipment and everything else for 
$3,000, previded you are responsi- 
ble to take over the lease at $450.00 
a month; no accounts receivable or 
inventory to buy; write or telephone 
Mr. N. Popkin, 78 Dexter Ave.., 
Montgomery, Alabama. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annowunce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago 26, Ill. 





(Continued on page 158) 
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(Continued from page 157) 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisment on 
page 33. 








COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 
Massachusetts. 





COMPLETE jewelry auction; for fast 
efficient service, call or write col. 
Ed Dean Jewelry Auctioneer, 811% 
Main St., Nashua, N. H. TU 3-3051. 





CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks; call collect Dearborn 
2-3407; reference, your bank. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures; high- 
est prices paid; bank and trade refer- 
ences. Write 15 Maiden Lane, New 
York, Telephone Rector 2-6565. 


SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before selling, it is 
to your advantage; bank and trade ref- 
erences. Write 54 Lispenard St., New 
York. Telephone Canal 6-5233. 





I'M SORRY; call M. & M. first and don’t 
be sorry; we pay top dollar for com- 
plete jewelry stores; quick action, no 
delay; M. & M. Distributors, Inc., 212 
South Campbell Ave., Springfield, Mo., 
Phone 4-7716. 


COLMES & BRILL auctioneers, sales 
specialists; 45 West 45th St., N.Y.C. 
over 35 years’ successful retail or 
auction sales for jewelry through- 
out the country; highest references; 
See our ad page 130. 
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WE will buy your store for cash or 
will raise the money you need 
through a dignified flat or auction 
sale; wire, write or phone Sam J. 
Markus, 2321 Bayview Lane, North 
Miami, Florida. Plaza 8-4254. 
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WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash; 
A = wire or telephone Longacre 5- 
7388. 








DO you need cash: examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales expen- 
ses; we have accomplished _ this 
amazing result for over 1000 jewel- 
ers in the last ten years alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 93 for addi- 


tional details. 


JEWELRY-CHINA-OBJECTS D’ art 
auction service; a professional long 
experienced liquidation firm of 
professional jewelry auctioneers 
operating on strictly a commission 














basis and specializing in complete 
close-outs of stocks and fixtures 
down to the very key in the door: 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at cur ex- 
pense: America’s foremost jewelry 
auctioneer; Thomas J. Faussett, 
Howell, Michigan. 








Wanted to Purchase 





ESTABLISHED jewelry store; cash or 
credit; northern New Jersey preferred ; 
volume $50,000 with potential. Address 
“K., 3108,” care of JC-K. 





OLD established jewelry store wanted 
with good reputation in or around vi- 
cinity Mobile, Alabama; cash buyer. 
Address “H., 3066,” care of JC-K. 





SOUVENIR spoons; American, foreign, 
with or without enamel; please state 
quantity and price; prompt replies. 
Edward G. Wilson, Antiques, 1802 
Chestnut St., Phila., Pa. 





STERLING silver flatware and name 
brand watches; highest prices paid; 
reference “J.B.T.” and “Dun and Brad- 
street.”” Address, Providence Manufac- 
turing Corp., 918 Langford Bidg., Miami, 
Florida. 
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SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 
dolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


—— 





HIGHEST ecash prices for diamonds, 
loose or mounted new stock, trade 
ins out of pawn; watches, standard 
makes, new or trade ins; flat sil- 
ver, active or inactive, Gorham, 
Towle, Reed & Barton, Wallace, 
International, other makes; any sur- 
plus stocks; old gold, gold filled, 
silver; Shipment held for approval; 
referencce; Dun & Bradstreet, 
S. W. Hora, 1810 Netherwood Ave- 
nue, Memphis, Tenn. 








A MARTY MILES SALE guarantees 
quick action-cash profits; our service 
costs you nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume of sales profit 
wise our efforts produce for you; every 
sale is carefully analyzed, planned in 
advance and is under constant supervi- 
sion of our executive staff; yon can af- 
ford the best; write, wire, phone Marty 
Miles Sales Inc., 910 N.E. 136th Street, 
Miami, Florida; phone Plaza 1-2885. 








AUCTION or action sales conducted in a 
dignified manner; 20 years’ experience ; 
we are the originators of the new meth- 
od action sales; no license or permits 
or stock inventory necessary in conduct- 
ing the new method action sales; your 
reputation and merchandise always pro- 
tected; if you need money, we raise it 
for you at your set price; we will also 
buy your store for cash; wire, phone, 
or write for information. S. Amster & 
Associates, 212% So. Campbell Ave., 
Springfield, Mo., Phone 4-0277. 


enone nen 9 cae mt 
Watch Work, etc., for 


the Trade 





LONG ISLAND watchmakers, will pick 
up and deliver; $2.75; special prices to 
importers on service guarantees, pins & 
roskopfs. Howard Simon & Son, Lake 
Ronkonkoma, N. Y 








BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





FINE watch repairing for the trade; all 
work guaranteed for 1 year; 3 to 
days service ; Watchmaster tested; rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, III. 





FAST, guaranteed watch and chronograph 
repairing to the trade; vibrograph 
timed. Kenneth H. Bogert, certified 
watchmaker, Pleasant Valley Road, 
Titusville, New Jersey. 





FINEST watch repairing for the trade 
for the past 25 years; all work guar- 
anteed one year; fast service; send for 
newest price list. Watch Service, P. O. 
Box 93, York, Pa. 





QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited, Oscar 
Aron, 62 West 47th St., New York, 
Mm. We 








Special Order Work and 
Repairs for the Trade 





SPECIAL orders, diamond settings one 
day service; sizing and minor repairs; 
upper New York, New England states; 
volume accounts only. Address “K., 
2996,” care of JC-K. 





BINOCULARS repaired, all makes and 
models; also telescopes, rifle scopes, 
opera glasses, barometers; authorized 
Bausch & Lomb, Zeiss, Hensoldt, Bush- 
nell dealer. Tele-Optics, 5514 Lawrence, 
Chicago 30. 





—_—— 
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RICH SOIL FOR DIGGING 


e The answer to any question on the survival 
and growth of the retail jeweler in relation to 
his immediate competition will be determined 
by the degree of the jeweler’s success in doing a 
better merchandising job than his competitor. 


To do that job he has to know what he’s doing 
—and the conditions under which he is working. 
He must know the facts of his market. 

Now, just as it requires constant vigil to pro- 
tect a business so it requires constant study to 
make it grow. That means particularly the study 
of available trade information. And true as that 
holds for a jeweler, equally true is it for the busi- 
nesses of the men who sell the jeweler. 

In this issue is published the final installment 
of a four-part series of articles analyzing the 
figures JC-K gathered in a trade-wide survey 
made this past January. This is the type of ma- 
terial the jeweler should study and on which he 
should base his plans. 

For those of you who have not made yourselves 
familiar with this survey, its purpose was to find 
out the relative importance to the jeweler of each 
of twelve merchandise categories: diamonds, 
watches, silver, electrical appliances, etc., down 
to and including the repair department. 


In presenting our findings we have shown the 
“ratings” (in percentages to total dollar volume) 
of each of the twelve departments. We also broke 
down the figures to show the varying importance 
of these twelve merchandise categories to each 
of eight classifications of jewelers grouped ac- 
cording to their annual volume. This enables 
the retailer to see what other jewelers in his vol- 
ume class are doing in various lines. 

The more the retailer (or supplier) studies 
these tables, the more they reveal of the condi- 
tions under which he is working. For, not all the 
facts are surface ones. And frequently the most 
evident are only a part of the story; therefore, 
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misleading. Concentrated study is advisable. 


Example: 

The survey figures as presented show that the 
repair department was, percentagewise, the big- 
gest contributor of income among jewelers doing 
an annual volume of less than $30,000 a year. It 
accounted for roughly 25% of their income. 

On the surface this would seem to substantiate 
a generally accepted idea that the big market for 
the sale of watch materials is that group of jew- 
elers who do less than $30,000 a year. Particu- 
larly as this group represents some 13,000 estab- 
lishments. 

But, these 13,000 stores. representing 55% of 
the total number of so-called jewelry stores, ac- 
count for only 13% of the total dollar volume of 
the industry. Specifically, the 13,000 stores doing 
under $30,000 a year, account for a total volume 
of $49,000,000 in watch repairs, while the 10,500 
stores with volumes of over $30,000 a year are 
doing $130,000,000 in their repair departments. 

In these figures the retailer will find much of 
value. The supplier of repair parts and equip- 
ment will also find in them food for thought in 
connection with sales opportunities and selling 
costs. 

The figures on watch sales are even more spec- 
tacular, showing 13,000 jewelers with annual 
volumes of $30,000 and less doing $40,000,000 
in watches, while 10,500 stores (those doing over 
$30,000) are selling $237,000,000 worth! 

The tables in the article on page 50 of this 
issue are loaded with such intriguing informa- 
tion. We have analyzed the figures as fully as 
practicable for general usage. Their value to you 
as an individual lies in how you turn them over. 


May we suggest you start digging? 


Editor and Publisher 
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1847 ROGERS BROS. 


FALL SILVER SALE 





HERE! THE SALE YOU ASKED FOR! 
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Again! — built on your biggest profit-making promotion! 
PLUS the biggest customer saving ever — on all patterns! 


You asked for it! A repeat of your most successful “1847” 
fall promotion. And here it is... plus the greatest value 
you have ever been able to offer your customer! 

A single unit to sell! Magnificent 52-piece service for 
8, plus the 5 most-wanted serving pieces—957 pieces in a 
handsome drawer chest—at a $30 saving! Special retail 
price, $99.75. Healthy profit for you on every set. 
beautiful new SPRINGTIME, 
REMEMBRANCE 


Every “1847” pattern- 
FLAIR... HERITAGE... 
at this sale price. 


shown above... 
DAFFODIL ... 
To spread the news, two full-page 
during your best selling season, Sept. 23 and Oct. 28! 


color ads in Life 


It’s an unbeatable combination! The greatest value 
you have ever offered—the greatest name in silverplate! 


Start your fall plans now! Write, phone or wire your 
APPROVED WHOLESALE DISTRIBUTOR! 





1847 ROGERS BROS. 


America’s Finest Silverplate 
Made only by The International Silver Company, Meriden, Conn. 





Coming! 


A new pattern 
in tune with the 
romantic trend in 


home decoration... 
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~ COMMUNITY 


THE FINEST SILVERPLATE 
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CREATED IN THE DESIGN STUDIOS 


OF ONEIDA LID. SILVERSMITHS 


*TRADEMARK OF ONEIDA LTD., ONEIDA, N. ¥. 





